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The  Internet,  which  has  transformed  business,  is  now 
undergoing  its  own  transformation.  It’s  not  just  about 

dir 

websites.  It’s  not  just  about  selling  products.  Now  it’s 
about  selling  actions.  These  actions,  or  e-services,  are 


being  created  by  companies  just  like  yours.  And  they’re 
not  being  given  away.  In  other  words,  there  is  money 


to  be  made.  Beginning  now. 
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SOFTWARE  IMPLEMENTATION  New  enterprise  sys¬ 
tems  management  frameworks  make  controlling  dis¬ 
tributed  computing  environments  as  easy  as  connecting 
the  dots.  So  why  are  CIOs  hesitant  to  take  the  ESM 
brush  to  the  IS  canvas?  By  Derek  Slater 
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Lessons  in  Leadership 

INTRODUCTION  Learn  what  it  takes  to  be  an  enter¬ 
prise  leader  in  your  organization. 

By  Warren  Bennis 


50 


The  Call  to  Enterprise 
Leadership 

ROUNDTABLE  To  take  advantage  of  the 
critical  role  IT  plays  in  business  today,  the 
CIO’s  mission  needs  to  be  more  broadly  defined 
And  so  does  the  CIO. 

By  Christopher  Koch 
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Stranger  in  a  Strange  Land 

CASE  STUDY,  PART  1:  RELATIONSHIPS  For 

CaliMed  CIO  David  Shepard,  a  new  CEO 
brings  a  seat  at  the  boardroom  table.  His  new 
role  as  an  enterprise  leader  comes  with  great 
rewards — and  great  risks. 

By  Richard  Pastore 


The  future  belongs  to  objects. 

Jasmine™  is  the  future  of  objects. 

It’s  the  first  complete  and  pure  object  solution, 
it’s  not  a  hybrid.  It’s  not  hype. 

Jasmine  is  real.  A  proven,  complete  object-oriented  database  and 
development  environment.  So  now  you  can  build  the  next  generation 
of  multimedia  business  applications  and  run  them  everywhere: 
client/server,  Internet,  intranet,  and  extranet. 


INFORMATION  IN 

HARMONY 


With  built-in  multimedia  and  Internet  support,  Jasmine  has  it  all.  A  pure, 
object-oriented  database.  Drag-and-drop  development  environment.  Distributed 
object  delivery.  Efficient  database  multimedia 
storage  and  manipulation,  and  efficient 
delivery  through  streaming  and  caching.  The 
industry’s  easiest  development  environment 
lets  you  use  all  your  favorite  tools:  built-in 
VB  integration,  native  Java  support,  and 
C++  support. 

Unlike  hybrid  or  partial  object  solutions, 

Jasmine  actually  works. 

So  you  can  shorten  your  time  to 
market  and  gain  a  distinct  competitive  advantage. 

If  that  sounds  good,  pick  up  the  phone  right  now.  Because  Jasmine  is 
ready  today. 

Are  you? 
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go  the  spoils. 


Out  think.  Outsmart.  Outdo 
the  competition.  And  do  it 
fast.  With  the  help  of  our 
85,000  people  worldwide, 
who  know  that  customized 
solutions  delivered  swiftly 
make  for  a  very  rewarding 
future.  Together,  we  can  move 
forward  faster.  Eat  hearty. 
www.ey.com 
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EXECUTIVE  COUNSEL  Looking  to  get  ahead  in  your 
career?  The  best  strategy  just  might  be  to  stay  put. 

By  Matt  Villano 


68  Smooth  Sailing  in  the  Channel 

EMERGING  TECHNOLOGY  Automating  partner  rela¬ 
tionships  can  shorten  selling  time.  By  Alan  S.  Kay 
Pocket  Rocket  •  Terabytes  of  tape  •  Supermodeling  • 
Multifunction  card  •  Interactive  training 

80  TransCanada  Pipelines'  Russ  Wells 

SHOP  TALK  One  CIO  discusses  his  experience  in  merg¬ 
ing  IS  departments.  By  Christopher  Koch 
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TECHNOLOGY  VALUE  Real  options 
theory  evaluates  technology  investments 
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WORKPLACE  ETHICS  Meetthenew 
breed  of  CEOs — chief  ethics  officers. 

REALITY  BYTES  Free-PC.com's giveaway 
is  a  hit,  which  ticks  off  privacy  groups. 

INTELLECTUAL  CAPITALISM  This  year 
corporate  America  may  waste  $21  billion  on 
online  information  services. 

HANDSHAKE  Ticketmaster  brings  the 
concert  hall  to  your  desktop — almost. 

CHECKS  &  BALANCES  Outsourcing 
remote  access  can  reduce  costs. 
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business  transactions. 
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You  can't  run  an 

e-business 

using  client/server  technology. 


"SAP  1$  THE  LEADING  GLOBAL  PROVIDER 
OF  CLIENT /SERVER  BUSINESS  APPLICATION 

SOLUTIONS  •  — Source:  SAP  Web  Site 
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“PeopleSoft’s  strategy  includes  a  dedicated 
focus  on  client/server  applications...” 


— Source:  PeopleSoft  Web  Site 
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"BAAN  IS  A  LEADING  PROVIDER  OF  ENTERPRISE 
BUSINESS  MANAGEMENT  SOFTWARE  FOR  AN 
OPEN  SYSTEMS,  CUENT/SERVER  COMPUTING 
environment;  — Source:  Baan  SEC  Filing  5/4/98 


The  Siebel  Enterprise  Applications  are 
comprised  of  a  broad  range  of  advanced 
client/server  application  products..." 

— Source:  Siebel  SEC  Filing  1 1/13/98 
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Every  Oracle5  application — from  Customer  Relationship 
Management  to  Manufacturing  and  Supply  Chain — runs  on 
your  corporate  Internet  and  the  Web.  Now  you  know  why 
most  e-business  runs  on  Oracle. 


ORACLE 


tvtvw.oracle.comlinfol33  or  call  1-800-633-0739,  ext.  23908  100%  Pure  Internet 


©1999  Oracle  Corporation.  All  rights  reserved.  Oracle  is  a  registered  trademark  of  Oracle  Corporation. 
All  other  names  are  trademarks  of  their  respective  owners. 


INTEGRATING  THE  ENTERPRISE 

IS  A  NOBLE  COAL. 

WE  HIST  THINK  INTEGRATING  IT 

FASTER.  CHEAPER 
AND  EASIER  IS  A 

HECK  OF  A  LOT  MORE  PRACTICAL 


How  many  business  opportunities  has  your  company  missed  because  key 
applications  weren’t  integrated  yet? 

How  many  technology  innovations  have  you  delayed  because  writing  expensive 
interface  programs  ate  up  your  budget? 

How  many  of  your  IT  people  are  focused  on  connecting  the  back  office  with  the  front 
office,  instead  of  on  projects  that  could  positively  impact  this  quarter’s  bottom  line? 

How  would  you  like  a  solution  to  all  of  this?  Because  there  is  one. 

It’s  called  Mercator®  software,  from  TSI. 

Mercator  lets  you  integrate  applications  across  the  enterprise  without  writing 
custom  interface  programs.  It  automates  key  parts  of  the  integration  process,  for 
time  and  cost  savings  of  up  to  80%.  And  since  it  works  on  a  global,  business 
level,  it  works  across  any  computing  platforms  and  technical  environments  you 
have  or  will  have  in  the  foreseeable  future. 

It’s  also  powerful.  In  the  ERP  world,  Mercator  is  the  leading  solution  for 
integrating  SAP™  R/3™  with  legacy  systems  and  best-of-breed  applications.  And 
you  can’t  get  more  industrial-strength  than  that. 

Hundreds  of  organizations  are  already  using  Mercator  to  simplify  the  enterprise 
application  integration  process.  Reaping  a  lot  of  practical  benefits  as  a  result. 

And  we  think  there’s  something  noble  about  that,  in  and  of  itself. 


application  integration,  simplified™ 


www.tsisoft.com 

1 .800.234.5566 


1998  TSI  International  Software  Ltd  SAP  and  R/3  are  trademarks  ot  SAP  AG  Mercator.  TSI  and  the  TSI  Soft  logo  are  registered  trademarks  of  TSI  International  Software  Ltd 
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LETTER  FROM  THE  EDITOR,  READER  FEEDBACK 
AND  HOW  TO  REACH  US 

"Managers  are  people  who  do  things  right;  leaders 
are  people  who  do  the  right  thing."  -Warren  Bennis, 

Distinguished  Professor  of  the  Marshall  School  of  Business,  University  of 
Southern  California 

If  you  boil  away  alignment,  measurement,  the  staffing  crisis,  Y2K,  help  desks  and 

all  the  other  IT  terrors  continuously  afflicting 
you,  you’re  left  with  one  thing — the  most  impor¬ 
tant  thing.  Call  it  a  goal,  an  obligation,  an 
Achilles’  heel.  Call  it  leadership. 

By  leadership,  I  mean  guiding  the  enterprise 
as  a  member  of  the  executive  team,  with  a 
strong  affinity  for  technology  and  a  cross-enter- 
prise  perspective  on  what’s  best  for  the  business. 

The  good  news  is  that  after  10  years  or  more, 
the  CIO  role  is  finally  seen  as  an  enterprise 
leader  position.  The  bad  news  is  that  CIOs  are 
failing  to  meet  the  expectations  of  leadership. 

John  J.  Davis  &  Associates  Inc.,  an  execu¬ 
tive  search  firm,  surveyed  85  companies  on  the 
reasons  for  CIO  failure  and  compared  them 
with  the  results  of  a  similar  study  the  company  con¬ 
ducted  in  1990.  In  the  earlier  study,  the  reasons  cited  for  CIO  failure  most  often 
were  that  the  CIO  was  an  empire  builder,  was  inflexible,  wouldn’t  streamline  and 
was  out  of  touch  with  the  company’s  business  goals.  In  contrast,  in  1998  the  most 
frequent  complaints  were  that  the  CIO  doesn’t  fit  in  with  the  management  team, 
is  a  poor  listener — has  an  inability  to  pick  the  real  priorities,  lacks  vision  and  can 
manage  but  can’t  lead.  John  J.  Davis,  president  of  the  company,  concludes,  “Now 
that  the  CIO  has  made  it  to  the  top,  he  or  she  can  fail  for  the  same  reasons  as  the 
CEO,  CFO  and  the  rest  of  senior  management.”  What  a  privilege. 

It’s  not  shameful  to  admit  that  leadership  is  tough  to  practice;  it’s  even  difficult 
to  understand.  The  bottom  line  is  that  almost  everyone  needs  help  to  be  an  effec¬ 
tive  leader. 

We’ve  planned  a  series  of  features  for  our  summer  issues,  beginning  with  this 
one,  that  we  hope  will  shed  light  on  the  subject.  What  distinguishes  this  material 
is  its  specificity  to  the  CIO  role  in  the  context  of  the  enterprise.  We’re  also  grate¬ 
ful  to  have  Warren  Bennis  aboard  as  guest  editor  throughout  the  summer.  In  his 
commentaries,  he  will  provide  perspective  on  each  feature,  drawing  on  decades 
of  distinguished  leadership  research  and  practice. 

In  addition  to  the  print  material,  you’ll  find  more  depth  and  a  wide  range  of 
leadership  resources  on  our  Web  site  at  www.cio.com/forums/leadership.  And  we 
invite  you  to  interact  with  Bennis  and  veteran  CIO  leaders  at  our  symposium  in 
San  Diego,  from  Aug.  15-18.  (Please  visit  www.cio.com/conferences  for  addi¬ 
tional  information.)  In  the  meantime,  if  you  have  leadership  insights,  concerns  or 
experiences  to  share,  please  write  to  me  or  to  letters@cio.com.  d 

a. 

CL 

Richard  Pastore,  Executive  Editor  p 

pastore@cio.com  j 
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Our  application  server 
will  help  you  do  things 
never  thought  possible. 


Ouch!  Plunging  into  the  new  networked 
economy  can  be  pretty  painful.  But  Sun’s 
NetDynamics™  application  server  can 
make  it  more  comfortable  for  IT 
^  managers  to  integrate  systems, 

netdynamics  data  and  corporate  applications 

on  the  Net.  Which  is  what  more 
than  700  companies  around  the 
world  are  discovering  right  now.  They 
can  start  with  their  existing  systems  and 
add  or  delete  components  at  will.  And  since 


the  NetDynamics  software  is  immensely 
scalable,  it  can  easily  handle  unexpected 
surges  in  Web  traffic  and  customer  growth. 
With  it,  companies  are  instantly  given 
the  power  and  flexibility  to  .com  themselves 
overnight.  So,  if  you  want  to  reinvent  your 
business  without  performing  physically 
painful  acts,  why  not  do  something  that’s 
truly  easy:  call  us  at  1-888-THE-JAVA  and  ask 
for  our  Application  Server  Evaluation  Kit. 
It’s  free!  THE  NETWORK  IS  THE  COMPUTER:” 
We’re  the  dot  in  .com  ” 


©1 999  Sun  Microsystems,  Inc.  All  rights  reserved.  Sun,  Sun  Microsystems.  NetDynamics,  the  Java  Coffee  Cup  Logo,  the  Sun  Logo,  The  Network  Is  The  Computer, 
JAVA’  and  We're  the  dot  in  com  are  trademarks  or  registered  trademarks  of  Sun  Microsystems,  Inc,  in  the  United  States  and  other  countries,  www.sun.com 
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On  Our  Web  Site 


WHO’S  TO  BLAME? 

I  read  your  In  Box  comments  about  lim¬ 
iting  Y2K  legal  rights  [CIO  Section  1, 
April  15,  1999],  and  I  adamantly  dis¬ 
agree  with  your  position  that  pending 
legislation  “would  protect  those  who 
have  ignored  Y2K.” 

In  my  company’s  Y2K  statement,  we 
propose  neither  to  assign  nor  to  accept 
any  liability.  That’s  a  fancy  way  of  say¬ 
ing,  “We’ll  fix  our  Y2K  problems,  you 
fix  yours  and  we’ll  be  partners  in  case 
something  bad  happens.” 

The  legislation  proposed  opens  the 
door  for  larger  companies  to  devour 
smaller  ones  that  can  scarcely  afford 
massive  lawsuits.  We’re  all  in  this  to¬ 
gether,  and  no  one  should  be  blamed  for 
someone  else’s  failure. 

David  Bilodeau 

Senior  Information  Specialist 

Fort  Worth,  Texas 
David.j.Bilodeau@worldnet.att.net 

I’m  in  partial  agreement  with  you.  While 
people  should  be  held  accountable  for 
their  negligence,  the  legal  sharks  are  cir¬ 
cling  and  something  needs  to  be  done  to 
mitigate  a  legal  free-for-all. 

No  doubt  the  House  bill  goes  too  far 
in  eliminating  first  offense  liability.  If  a 
credible,  documented  effort  has  been 
made  to  minimize  Y2K  impact,  compa¬ 
nies  should  have  some  shelter  from  civil 
penalty.  But  companies  that  would 
attempt  to  hide  their  negligence  behind 
such  protective  laws  ought  to  get  every¬ 
thing  the  legal  system  thinks  they  have 
coming  to  them. 

Tom  Beilinson 

CIO 

Engineering  Services  Group  Inc. 

Southfield,  Mich. 
tbellinson@engsvcs.com 

CHOICE  WORDS 
Daintry  Duffy’s  “Office  Speak”  sidebar 
in  “Cube  Stakes”  [C/O  Section  2,  April 
15,  1999]  claims  to  be  a  “glossary  of 
new-age  workspace  lingo.”  Interestingly, 
a  new  meaning  of  an  old  term  has 
appeared  that  can  cause  confusion.  In 
olden  times,  the  home  office  was  a  com¬ 
pany’s  headquarters.  In  many  places,  it 
still  is.  But  today,  a  home  office  refers  to 
a  workspace  in  a  person’s  residence — 
quite  a  difference!  Last  week,  I  called 


someone  at  her  regional  office  and  was 
informed  that  she  was  working  out  of 
her  home  office.  I  almost  called  the  cor¬ 
porate  headquarters.  To  avoid  future 
mix-ups,  I  suggest  we  refer  to  a  person’s 
home  office  as  their  residence  office, 
office  at  home  or  at-home  office. 

Steve  Hendel 
Director  of  Systems  Development 
Office  Depot  Inc. 

Delray  Beach,  Fla. 
shendel@officedepot.com 

CORRECTIONS 

In  “Wanted:  ERPeople  Skills”  [CIO 
Section  1,  March  1, 1999],  we  incorrectly 
reported  the  responsibilities  associated 
with  certain  job  titles  at  The  Boeing  Co. 
Materials  processor  requirements  facili¬ 
tators  (formerly  called  expediters)  receive, 
store,  inventory  and  issue  production 
materials.  Material  planners  manage  the 
acquisition  of  manufactured  parts  and 
raw  materials.  Procurement  agents  select, 
negotiate  and  award  contracts  for  the 
manufactured  parts  and  raw  materials. 

We  inaccurately  listed  the  URL  for 
JML  Ventures  Co.  in  “Sounding  Off” 
[Trendlines,  CIO  Section  1,  April  1,1999]. 
The  correct  URL  is  www.jmlventures. 
comlmodern-cadencelindex.html. 

In  “Time  for  a  Y2K  Audit”  [CIO 
Section  1,  May  1, 1999],  we  incorrectly 
reported  Data  Integrity  Inc.’s  location. 
The  company  is  based  in  Waltham, 
Mass. 


How  to  Reach  Us 


E-mail:  letters@cio.com 
Phone:  508  872-0080 
Fax:  508  879-7784 

Address:  CIO  Communications  Inc., 

492  Old  Connecticut  Path,  P.O.  Box  9208, 
Framingham,  MA  01 701-9208 

WebSite:  www.cio.com 

Subscriber  Services:  800  788-4605; 

Fax:  508  879-7899; 

E-mail:  denisep@cio.com 

Reprints:  Reprints  are  available  by 
calling  RMS  at  717  560-2001,  Ext.  31. 

Letters  may  be  edited  for  length  or  clarity. 


cio.com 

http://www.cio.com 


CAREER  ADVICE 

Check  out  our  new  Q&A  for 
senior-level  IT  executives  with  Mark 
Polansky,  managing  director  of  the 
IT  practice  at  Korn/Ferry  Inter¬ 
national,  answering  your  questions. 
www.cio.com/forums/ 
executive/ counselor.html 


CIO  LEADERSHIP 
RESEARCH  CENTER 

For  case  studies,  dialogues,  quizzes, 
links  and  other  leadership  resources, 
visit  CIO' s  Leadership  Research 
Center  at  www.cio.com/forums/ 
leadership 


ELECTRONIC 
COMMERCE 
RESEARCH  CENTER 

If  you’re  conducting  or  considering 
business  on  the  Web,  check  out  this 
newly  revamped  site.  We’ll  help 
change  the  way  you  do  business. 
www. cio.com/forums/ ed 


MOVERS  AND 
SHAKERS 

Find  out  about  the  latest  IT  execu¬ 
tive  career  moves.  And  now  you 
may  view  the  Movers  by  name  or 
company. 

www.cio.com/CIO/movers.html 
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Tower  Records 

By  building  a  state-of-the-art  technical 
foundation,  we’re  helping  Tower  Records 
individualize  their  customer’s  online  buying 
experience.  Watch  for  the  debut  of  the  new 
towerrecords.com.  We’re  making  a  good 
thing  even  better. 


WOLF-Garten 

Our  strategy  and  technological  solution 
enabled  us  to  transform  the  order-processing 
procedures  of  Europe’s  leading  gardening- 
supply  company,  reducing  the  time  to 
process  an  order  from  four  days  to  one  and 
giving  their  5,400  dealers  access  to  a 
product  line  of  more  than  2,500  goods. 


Furniture.com 

We  helped  Furniture.com  build  the  world’s 
largest  online  furniture  store,  with  over 
50,000  items  from  over  100  manufacturers. 
Shoppers  easily  browse  this  vast  selection, 
create  their  own  showroom,  and  work  with 
design  consultants  for  personal  service. 


Ask  for  our  white  paper: 

Strategies  for  Growing  Your  Business 
Through  E-commerce 

40  offices  worldwide 
46  Fortune  100  clients 
Contact  us  at: 

888/879  3241  ext.  1 62 
61 2/995  8964  [International] 
www.uswebcks.com 


E-commerce.  It  offers  incredible  opportunities.  You  can  fit  a 
million  shoppers  in  your  store.  With  the  right  site,  you  can  track 
their  buying  habits,  predict  their  purchases.  You  can  offer  them 
the  world.  At  USWeb/CKS,  we  were  one  of  the  first  to  create, 
build  and  deploy  successful  e-commerce  sites.  Our  sites  do 
more  than  sell  products.  They  combine  strategy,  targeted 
marketing,  network  systems  development,  Internet  technology 
and  more.  We’ve  handled  over  3,000  client  engagements.  Let 
us  help  expand  your  virtual  floor  space.  Contact  us  for  details. 


USWeb/CKS 

Transforming  business  in 
the  digital  economy. 


CIO  SALES  OFFICES 


Publishers  Note 


Look  around  Who  are  the  great  leaders  you  respect?  What  makes 
them  great  in  your  mind? 

Leaders  are  bred  not  born.  It  is  easier  to  teach  leadership  than  to  hope  you 
pass  it  on  genetically.  And  while  the  title  of  this  magazine  is  CIO,  it  could  just 
as  easily  be  CLO,  for  Chief  Leadership  Officer.  The  men  and  women  who  reg¬ 
ularly  read  CIO  and  visit  www.cio.com  are  the  leaders  of  the  IT  revolution. 

Led  by  Rick  Pastore,  executive  editor,  we 
are  pleased  to  bring  you  this  issue  of  CIO, 
which  kicks  off  a  summer  series  of  articles 
dedicated  to  IT-business  leadership. 

One  of  my  favorite  leaders  is  John 
Wooden,  the  former  coach  of  the 
University  of  California  at  Los  Angeles 
basketball  team.  As  team  leader,  Wooden 
would  never  scout  UCLA’s  competition. 
His  reasoning?  If  he  and  his  players  deter¬ 
mined  the  best  plays  and  executed  those 
plays,  it  wouldn’t  matter  how  the  compe¬ 
tition  reacted — the  play  would  work. 

So  too  it  is  for  you,  the  IT  leaders  of 
the  universe.  If  you  envision  and  then 
develop  an  unbeatable  IT  strategy — a  strategy  that  must  include 
the  Web  and  its  services — it  really  doesn’t  matter  what  your  competition  does. 
You  will  be  too  busy  serving  customers.  And  reaping  profits. 

Rick  asked  me  to  share  a  few  words  with  you  about  IT  leadership.  For  each 
letter  of  the  word  leadership,  I’ve  supplied  the  traits  I  have  found  in  excep¬ 
tional  IT  leaders.  I  am  confident  that  if  you  emulate  these  qualities,  you  too 
will  be  successful. 


Learning  and  listening  never  end. 

E-business  is  everything;  without  a  sound  e-biz  strategy,  you  will  be  history. 
Attitude  is  key;  life  as  a  CIO  is  not  easy — a  can-do  attitude  will  take  you  far. 
Decisiveness  and  determination  will  always  be  in  demand. 

Empower  your  staff,  your  management  and  your  customers. 

Responsiveness  and  responsibility  will  enhance  your  reputation. 

Sell  your  ideas,  your  vision  and  your  strategy. 

Honesty  is  the  best  policy. 

Innovation  and  imagination  are  key  ingredients  that  all  great  IT  leaders  share. 
People  are  the  business  of  IT. 


Gary  J.  Beach 
garyJbeach@cio.com 
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achieve  their  goals.  Even  when  we're  trying 
to  score  a  few  of  our  own. 


Implementing  a  voice-messaging  system  is  one  thing.  Doing  it  for  an  entire  country  is 
quite  another.  But  that  was  exactly  what  Telefonica  de  Espana  asked  us  to  do.  Our  goal  was 
to  develop  the  ultimate  system  for  all  of  Spain.  And  we  did.  Some  might  think  aiming  for  such 
a  goal  too  difficult.  But  nothing  is  impossible  for  people  who  play  to  win.  www.unisys.com 


UNISYS 


We  eat,  sleep  and  drink  this  stuff. 


©1999  Unisys  Corporation. 


We're  always  thinking  of  ways  to  help  our  clients 


Trendlines 


NEWS,  INSIGHT,  HUMOR,  REVIEWS 

Edited  by  David  Rosenbaum 


Toys  for  the  Boys 


FATHER'S  day  Technology  is  great,  but  let’s  not  be  snobs  and  think  that  the 
only  tech  is  silicon  tech.  Technology  is  also  about  making  things  better  and 
more  useful.  We’ve  put  together  a  few  Father’s  Day  gift  ideas  with  this 
theme  in  mind. 


Face  it.  Digital  photography  isn’t 
there  yet,  but  it’s  close  enough  that 
the  analog  types  have  been  inspired 
to  refine  what  was  already  close  to 
perfect — the  film — and  whack  away 
at  what  wasn’t — the  size  of  the  cam¬ 
eras.  The  latest  film,  called  APS  (for 
Advanced  Photo  System),  is  encased 
in  a  tiny,  idiot-proof  cassette  that 
Dad  never  needs  to  touch,  and  it 
records  exposure  information  about 
each  shot  to  help  the  monkeys  at  the 
photo  lab  do  a  better  job.  APS  cam¬ 
eras  can  scale  down  around  the  tiny 
film,  and  the  Canon  Elph  370Z 
(suggested  retail  price  is  $500,  but 
you  can  find  it  for  a  lot  less)  wraps  it 
like  a  jewel,  with  a  stainless  steel 
case,  stout  and  tiny  buttons,  and  a 
sideways  flash.  And  it  all  fits  in  your 
pocket. 

Nature  knew  about  this  technol¬ 
ogy  before  we  did:  symbiosis — rid¬ 
ing  along  on  something  that’s  bigger 
and  stronger  than  you — can  benefit 
both  you  and  your  ride.  Behold  the 
StarTAC  Clip-On  Mobile  organizer 
that  Motorola  Inc.  clipped  onto  the 
back  of  its  StarTAC  phones.  The  2.3- 
ounce  organizer  (under  $250)  lets 
people  making  calls  view  informa¬ 
tion  and  enter  it  into  a 
calendar,  a  to-do  list 
and  a  contact  list  with 
a  stylus  that  also  lets 
them  tap  and  dial  a 
name  automatically. 
The  removable 


The  Motorola 
StarTAC  Clip-On 
Mobile  Organizer 


organizer  disgorges  its  information 
to  Dad’s  PC  through  a  cord  (like  the 
Palm  computer)  and  works  with 
many  different  contact  management 
programs  such  as  Microsoft  Corp.’s 
Outlook  and  Yahoo  Inc.’s  Web- 
based  calendar  and  schedule  service. 

We  hope  Dad  has  faced  up  to  the 


The  Canon  Elph  370Z 
APS  camera 


The  GK-2A  pickup  system  for  the 
electric  guitar 


fact  that  he  won’t  ever  sound  (or 
look)  like  Eric  Clapton,  but  he  can 
still  get  excited  about  jamming  with 
the  rest  of  the  guys  in  the  old  folks 
band.  Fender  Musical  Instruments 
Corp.  has  put  Roland  Corp.’s  GK- 
2A  pickup  system  on  the  ven¬ 
erable  and  still  cool  Standard 
Stratocaster  electric  guitar  so 
that  the  sounds  can  be  fed 
into  one  of  Roland’s  synthe¬ 
sizers  to  make  the  Strat 
sound  like  a  sax,  a  zither  or 
an  oboe — or  a  dirty,  old 
acoustic  blues  guitar.  If  the 
guys  in  the  band  are  too  tired 
to  play  and  Dad’s  feeling 
lonely,  the  Roland-Ready 
Standard  Stratocaster 
($799.99)  can  mix  in  some 
backing  instruments. 

-Christopher  Koch 


Telecommunications 


Pop  Quiz 


What  happened  Aug.  4, 1 922, 

the  day  of  Alexander  Graham  Bell's  funeral? 

A.  Thousands  of  phones  went  dead. 

B.  Henry  Ford  stopped  the  Ford  assembly  line. 

C.  Bell's  wife  removed  all  the  telephones  from  their  home. 

D.  Canada  commissioned  a  statue  in  Bell's  honor. 

(Answer  on  Page  18) 


:  Mi 
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CIO  Communications,  Inc. 


Experience  Leaders: 

Geoff  Moore 
Mike  Hawley 

Featured  Presenters: 

Warren  Bennis  on 

{(  Leadership 

Ed  Yardeni  on 
Global  Economy 

Dr.  Dean  Ornish  on 
Longevity 

Mike  Vance  on 
Innovation 

U.S.  Senator 
John  McCain  on 
Commerce 


CIO  100  Symposium  &  Awards5"  is  a 
servicemark  of  CIO  Communications,  Inc. 


“CIO  conferences  provide 
the  right  vision  to  the 
right  IT  executives:  the 
leaders  of  tomorrow.  ” 
Warren  Bennis 


PARTNERS 

BMC  Software,  Inc. 

Booz*Allen  &  Hamilton 
Candle  Corporation 
Compaq  Computer  Corporation 
EDS 

FileNet  Corporation 

Gateway  Business 

GTE  Communications  Corporation 

Inacom  Corporation 

Intel  Corporation 

Nortel  Networks,  Inc. 

PeopleSoft,  Inc. 

PLATINUM  technology,  inc. 
Predictive  Systems 
Tivoli  Systems 

Proud  underwriter  of 
the  CIO  1 00  Awards 

PLATINUM 

TECHNOLOGY 


CIO  Communications,  Inc. 

CIO  100  Symposium  &  Awards5"  is  a 
servicemark  of  CIO  Communications,  Inc. 


The  CIO  100  Symposium  &  Awards  is  a  three-day 

program  focusing  on  Leadership  and  Innovation  for 
the  Future  of  the  Enterprise.  Through  interactive 
presentations  and  discussions  from  leading  experts,  Warren  Bennis, 
Geoff  Moore,  Ed  Yardeni  and  Mike  Hawley,  participants  will  learn 
how  innovation  and  leadership  are  enabling  companies  to  succeed 
in  the  new  millennium. 

The  Symposium  also  brings  to  life  and  honors  the  outstanding 
achievements  of  100  industry-leading  enterprises.  These  organizations 
anticipate  and  take  advantage  of  the 
changes  in  the  information  economy, 
and  develop  innovative  practices 
leveraging  both  human  resources 
and  technology  systems.  Their  charac¬ 
teristics  will  define  the  exceptional 
organization  in  the  next  millennium. 

Join  thought  leaders,  and  CIO 
and  CEO  honorees,  to  learn  firsthand 
how  success  will  be  shaped  and  mea¬ 
sured  in  2000  and  beyond. 


Hotel  del  Coronado 
Recognized  as  a  one-of-a  kind 
setting,  the  Hotel  del  Coronado 
offers  a  unique  way  to  experience 
the  elegance  of  another  era,  and 
is  proud  to  be  chosen  to  host  the 
CIO  100  Symposium  and  Awards. 


To  enroll  or  for  more  information,  call  800  355-0246  or 
visit  our  Web  site  at  www.cio.com/conferences 


MIKE  HAWLEY 


ED  YARDENI 


DR.  DEAN  ORNISH  SENATOR  JOHN  McCAIN 

I  ■  -M  ,  v-V'  • 


GEOFF  MOORE 


WARREN  BENNIS 


AUGUST  15-18,  1999  •  AGENDA  HIGHLIGHTS 


SUNDAY  AUGUST  15 

Registration 

Riverwalk  GolfTournament 

Enjoy  a  round  on  San  Diego's  newly  redesigned 

championship  golf  course. 

Cafe  100  Reception 

Meet  other  participants  and  Symposium  Partners 
in  our  informal  living  room. 

MONDAY  AUGUST  16 

Opening  Remarks  and  KnowPulseSM  Poll 

Gary  Beach 

Publisher 
CIO  magazine 

Be  sure  your  views  are  represented  in  this 
groundbreaking  poll. 

CIO  1 00  Introduction  and  Welcome 

SYMPOSIUM  MODERATORS  AND 
EXPERIENCE  LEADERS 
Geoffrey  Moore 

Founder  and  President 
The  Chasm  Group 

Mike  Hawley 

Dreyfoos  Professor  of  Media  Technology 
MIT  Media  Lab 

Hawley  and  Moore  will  lead  participants  through  a 
number  of  different  learning  experiences. 

EXPERIENCE:  MARKET  ANALYSIS 
The  Gorilla  Game:  How  to  Pick  the  Winners  in 
High  Technology 

Geoffrey  Moore 

Moore  will  highlight  how  CIOs  can  apply  the 
lessons  of  the  financial  markets  to  the  challenges 
of  IT  purchase  decisions. 

EXPERIENCE:  ACHIEVEMENT 

CIO  100  Honoree  Presentations 
The  CIO  1 00  Special  Issue  will  come  to  life  through 
discussions  with  the  following  CIO  100  Award 
honorees  who  will  share  their  winning  strategies. 

James  Donehey 

CIO  &  Senior  Vice  President 
Capital  One  Financial  Corporation 

David  Drew 

Vice  President,  Information  Technology 
3M 

Ross  Holman 

Vice  President  Systems 
Southwest  Airlines 


EXPERIENCE:  CEO  INSIGHT 
Tom  Donohue 

President  &  CEO 

U.S.  Chamber  of  Commerce 

Donohue,  as  CEO,  shares  insights  on  how  the 
Chamber  works  with  the  Fortune  1 000  on  IT  issues 
before  Congress. 

EXPERIENCE:  INDUSTRY  BRIEFINGS 
The  Symposium  Partners  will  lead  interactive  small 
group  discussions  on  strategic  business  and  IT 
issues. 

EXPERIENCE:  INNOVATION 

Mike  Vance 

Chairman  and  Co-Founder 

Creative  Thinking  Association  of  America 

Vance  will  discuss  how  to  develop  cultures  of 
continuous  innovation  and  creativity. 

Cafe  1 00  Reception 


“ I  find  no  conference  more 
relevant  to  the  challenges  I  face 
as  a  chief  information  officer 
than  a  CIO  conference.  ” 

Catherine  Rodewald,  Sr.  VP  &  CIO,  Amresco,  Inc. 


TUESDAY  AUGUST  17 

EXPERIENCE:  EVOLUTION 
Mike  Hawley 

Hawley  will  envision  the  next  five  years  of  IT 
evolution  and  revolution. 

EXPERIENCE:  LEADERSHIP 
Leadership  Challenges  for  the  CIO 
Warren  Bennis 
Founding  Chairman 
Leadership  Institute 
University  of  Southern  California 

Bennis  will  share  his  lessons  on  leadership  for 
CIOs  and  lead  a  discussion  on  the  challenges 
facing  them. 

LEADERSHIP  PANELISTS 
Ken  Harris 

CIO  and  Vice  President 
NIKE,  Inc. 

Chris  Hoenig 

Former  Director 

Information  Management  and  Technology 
US  General  Accounting  Office 

Patricia  Wallington 

CIO  and  Corporate  Vice  President  (retired) 

Xerox  Corporation 


EXPERIENCE:  INDUSTRY  ANALYSIS 

Charles  Phillips 

Managing  Director,  Enterprise  Software 
Morgan  Stanley  Dean  Witter 

Phillips  will  engage  participants  on  the  shifts 
taking  place  in  the  industry  —  focusing  on 
ERP  and  E-commerce. 

EXPERIENCE:  ROUNDTABLES 
Editorial  Roundtables 

CIO  editorial  staff  will  lead  breakout  discussions  on 
the  following  topics: 

•  After  Y2K:  Mopping  Up  and  Moving  On 

•  Recognizing  and  Communicating  the  Value  of 
Your  Investments 

•  The  Staffing  Crisis:  Closing  the  Gap 

•  Developing  Leaders:  How  to  Identify  and 
Cultivate  Leadership  in  Your  Organization 

•  Why  Everyone  is  So  Hot  for  Knowledge  Management 

•  Success  on  the  Web:  How  to  Know  When  You've 
Got  It  and  What  to  Do  When  You  Haven't... 

•  Strategic  Software  Providers:  Do  They  Really  Deliver? 

Cafe  100  Reception 
CIO  100  Awards  Dinner 

Celebrate  the  CIO  100  Award  honorees  at  a  black 
tie  reception  and  dinner  featuring  Chairman  of  the 
Senate  Commitee  on  Commerce,  Science  and 
Transportation,  U.S.  Senator  John  McCain. 

WEDNESDAY  AUGUST  18 

KnowPulse  Poll  Results 
Lew  McCreary 

Editorial  Director 
CIO  magazine 

EXPERIENCE:  LONGEVITY 

Opening  your  Heart  Anatomically,  Emotionally 
and  Spiritually 

Dean  Ornish 

Founder,  President  and  Director 
Preventive  Medicine  Research  Institute 

Dr.  Ornish  will  explore  economic  and  health 
policy  implications  for  you  and  your  company. 

EXPERIENCE:  GLOBAL  ECONOMY 

The  Economic  Consequences  of  the  Y2K  Problem 

Ed  Yardeni 

Chief  Economist  and  Managing  Director 
Deutsche  Bank  Securities 

Yardeni  will  assess  the  likely  impact  of  Y2K  on 
our  organizations  and  the  economy. 

Summary  and  Closing  Remarks 

Geoff  Moore 
Mike  Hawley 
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(Please  note  Companion  Program  details  below.) 

What  Is... 

Your  organization’s  annual  revenues  or  assets?  _ 

Your  annual  IT  budget? _ 

Enrollment  Fees: 

□  $2,395  —  IS  Practitioner/Executive 

Please  make  your  hotel  reservations  immediately  by  calling  the  Hotel  del 
Coronado  at  800  468-3533.  To  receive  the  discounted  rate,  please  mention 
that  you  are  attending  the  CIO  100  Symposium  when  making  your 
reservations.  This  fee  does  not  include  hotel  accommodations. 

□  $2,895  —  Government/Military 

This  fee  includes  your  hotel  for  three  nights.  CIO  will  make  your  hotel 
reservations  for  arrival  Sunday,  August  15  and  departure  Wednesday, 

August  18.  Additional  hotel  reservations  are  your  responsibility. 

□  $325  —  Companion  Program 

This  fee  includes  all  scheduled  meals,  receptions  and  entertainment, 
companion  breakfast,  a  Yoga/Tai  Chi  class,  afternoon  tour  and  the  CIO  100 
Awards  Ceremony.  Companions  may  not  participate  in  the  golf  tournament 
or  Symposium  sessions.  Companions  must  be  enrolled  in  this  program  to 
attend  any  Symposium  function. 

□  $10,000  —  Sales/Marketing/Consulting 

This  fee  applies  if  you  hold  a  sales,  marketing,  business  development  or 
consulting  position,  including  executive  management  of  IT  vendor  and 
consulting  companies.  This  enrollment  fee  is  payable  by  company  check 
only.  CIO  will  make  the  final  determination  of  this  category. 


Web  site  URL: 


Payment:  2 

□  Check  enclosed 

□  P.O.  #  _ _ 

(A  complete  purchase  order  must  be  submitted  within 
10  business  days.) 

□  MC  /  Visa  /  Amex  (circle  one) 

Acct.  #:  _ 

Signature:  _ 

Exp.:  _ 


All  fees  must  be  paid  prior  to  the  Symposium,  and  all  cancellations  and  changes  must  be  made  in  writing.  You  may  cancel  your  Symposium  attendance  up  to 
July  16,  1999  without  penalty.  A  $250  administration  fee  will  be  imposed  for  cancellations  received  between  July  17  -  July  30,  1999.  No  refund  or  credit  will 
be  given  for  cancellations  received  after  July  30,  1999  or  for  no-shows.  CIO  reserves  the  right  to  limit  attendance  to  practitioners  and  Partner  organizations. 
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Trendlines 

CAN:  Computer- Assisted  Nose 


SHI  Aromatherapists  as  a  class 
aren’t  known  for  their  technological 
prowess,  but  the  discipline  of  healing 
physical  and  emotional  ailments  with 
essential  oils  derived  from  plants  and 
herbs  is  pretty  information-intensive. 
Enter  “Essential  Aromatherapy,”  a  self- 
paced  CD-ROM  course  developed  by 
Essential  Training  Solutions  Ltd.  of 
Daventry,  England.  By  covering  the 
basics  of  aromatherapy  in  a  well- 
planned  if  not  terribly  sophisticated 


manner,  the  course  offers  a  good  model 
for  designing  self-paced  training. 

All  too  often,  CD-ROM  courses 
assume  a  working  knowledge  of  com¬ 
puters.  The  introduction  to  “Essential 
Aromatherapy”  begins — as  it  should — 
with  a  lesson  to  help  you  navigate  the 
screen.  Contrary  to  what  many  IT  pros 
might  think,  mousing  around  a  moni¬ 
tor  is  not  an  intuitive  exercise  for  most 
people. 

Then  there’s  the  content.  By  organiz¬ 
ing  the  material  into  clearly  com¬ 
prehensible  sections  (the  history  of 
aromatherapy,  an  index  of  essen¬ 
tial  oils,  a  glossary,  blending  tech¬ 
niques),  “Essential  Aroma¬ 
therapy”  makes  it  easy  to  locate 
specific  information.  And  the 
developers  of  the  CD-ROM  take 
full  advantage  of  the  computer  by 
including  links  to  cross-refer¬ 
enced  materials,  interactive 
quizzes  and  pop-up  boxes  point¬ 
ing  out  related  information  in 
other  sections. 

Of  course,  good  design  is  a 


Answer 


to  question 
on  Page  1 6:  A.  In  Bell's  honor,  all 
American  Telephone  and 
Telegraph  Co.  phones  (all  1 3,000 
of  them)  in  the  United  States  and 
Canada  (where  he  had  been  a 
longtime  summer  resident)  went 
silent  for  one  minute. 


SOURCE:  U.S.  DEPARTMENT  Of  DEFENSE'S  BALLISTIC  MISSILE 
DEFENSE  ORGANIZATION  AND  THE  UNIVERSITY  COLLEGE  OF 
CAPE  BRETON 


matter  of  function  as  well  as  form,  and 
“Essential  Aromatherapy”  delivers 
there  too.  In  less  time  than  it  takes  the 
skin  to  absorb  eucalyptus  oil  (from  20 
to  40  minutes),  a  budding  aromathera¬ 
pist  can  discover  that  lavandula  an- 
gustifolia  (aka  lavender)  is  a  veritable 
wonder  plant.  The  woody  shrub  with 
silvery-green  leaves  is  used  to  combat  a 
host  of  physical  ailments  including 
migraines,  sunburn,  acne,  insomnia 
and  sciatica. 

Its  developers  created  “Essential 
Aromatherapy”  with  Phoenix,  an 
authoring  tool  from  Pathlore  Software 
Corp.  of  Columbus,  Ohio.  Perhaps  the 
only  shortcoming  of  this  otherwise 
admirable  and  well-thought-out  CD- 
ROM  is  the  absence  of  scratch-and- 
sniff  technology.  -Megan  Santosus 


Of  Dogs,  Green  Shoes  and  the  Living  D 


HIGH  TERMINOLOGY 


IT  entrepreneurs  love  it  when  the  venture  capitalists 
come  calling,  but  when  they  knock  on  your  door  will  you  understand  what 
they're  saying? 

Scott  Herhold  in  the  "Good  Morning,  Silicon  Valley"  section  of  the  San 
Jose  Mercury  News  recently  provided  a  glossary  of  venture  capitalist-speak. 


What  They  Say 

I'm  out  of  bandwidth. 

He's  a  boat  anchor. 

Will  the  dogs  eat  the  dog  food? 
A  hot  space. 

A  red  herring. 

A  green  shoe. 

Blue  sky  laws. 

A  good  athlete. 

An  elevator  pitch. 

Waking  the  giant. 

The  living  dead. 


What  It  Means 

I'm  exhausted. 

He's  holding  back  a  company. 

Will  the  customers  buy  the  product? 

A  promising  niche. 

A  preliminary  prospectus  designed  to  test  support  for  an  IPO. 

Extra  stock  allotted  to  the  investment  banker  to  sweeten  a  deal. 

State  restrictions  on  IPOs. 

A  highly  competent  CEO  with  no  experience  in  a  company's  field. 

All  an  entrepreneur  can  tell  a  venture  capitalist  about  a  company  in  three  minutes. 
Talking  to  Microsoft. 

Companies  neither  failing  nor  prospering. 
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The  fastest  way  to  impact 
your  e-business  mission  is  to 
get  more  out  of  technology. 


Technology  you  own. 


FREE  Total  Cost  of  Application  Ownership  white  paper! 

See  how  you  can  reduce  your  total  cost  of  application 
ownership  and  get  more  out  of  your  existing  IT  investment. 

Call  877.669.0235 


Succeeding  in  e-business  means  rapidly 
extending  business-critical  applications  to  users 
worldwide.  The  fastest,  most  cost-effective  way 
to  do  this  is  to  leverage  your  existing  network 
and  technology — not  to  buy  new  hardware, 
expand  bandwidth  or  rewrite  applications. 

Today,  thousands  of  companies  are  using 
Citrix®  solutions  to  get  more  out  of  their  exist¬ 
ing  IT  investments.  They’re  meeting  e-business 
and  Y2K  objectives,  and  even  extending  the 
latest  HR,  ERP,  customer  billing,  productivity 
and  other  applications  to  users  anywhere, 
anytime.  Plus,  they’re  lowering  costs,  gaining 
efficiencies  and  improving  levels  of  service. 

To  learn  how  you  can  get  more  out  of 
your  IT  investment,  get  a  FREE  Tolly  Group 
white  paper  today. 

Now  everything  computes. 


CITRIX 


©  Copyright  1990-1999  Citrix  Systems,  Inc.  All  rights  reserved.  Citrix  is  a  registered  trademark  and  “Now  everything  computes.”  is  a  trademark  of  Citrix  Systems,  Inc. 


1999  compuware  Corporation  800.368.4326  compuware.com 


IN  A  PLACE  LIKE  THIS,  THERE  ARE  A  FEW  THINGS  YOU  COULD  USE. 


Rope. 


Boots. 


Nothing  else  matters  until  your  basic  needs  are  met.  However,  it's  easy  to  overlook  obvious  answers 
to  your  information  technology  problems.  Our  objectivity  can  help.  It  already  has  for  four  out  of  five  of  the 
world's  largest  companies.  When  it  comes  to  running  the  applications  that  run  your  business,  we  never 
stop  asking  what  do  you  need  most? 


Helmet 


COMPCIWARE 

What  do  you  need  most?  1 


Light. 


Trendlines 

It’s  Safer  at 
the  Top 


LEADERSHIP 


The  good  news? 

According  to  a  recent  survey  of 
650  CEOs  and  senior  executives 
worldwide  conducted  by  the 
Department  of  Information  Systems 
at  The  London  School  of  Economics, 
47  percent  said  that  their  IT  leaders 
play  a  prominent  role  in  defining 
corporate  strategy.  And,  by  a  vast 
majority,  these  CEOs  believe  IT  will 
become  ever-more  central  to  their 
enterprises'  future  success. 

The  bad  news? 

The  survey,  commissioned  by 
Compass  Group,  a  man¬ 
agement  consulting  firm 
based  in  Guildford, 

England,  shows  that  a 
majority  of  these  same 
executives  believe  that  IT's 
actual  contribution  to  the 
business  to  date  has  been 
minimal  or  non-existent. 

The  mitigating  news? 

Among  those  execu¬ 
tives  who  say  that  their 
CIOs  play  a  leadership  role 
(rather  than,  say,  simply 
delivering  IT  services  at  the 
lowest-possible  cost),  a 
majority  maintain  that  IT  is 
in  fact  delivering  a  business  benefit 
right  now. 

The  lesson  learned? 

The  closer  you  get  to  your  CEO, 
the  better  your  prospects  for  contin¬ 
ued  employment. 

For  advice  on  how  to  be  an  enter¬ 
prise  leader,  see  our  CIO  Summer 
Curriculum,  beginning  on  Page  34. 

- David  Rosenbaum 


Off  the  Shelf 


Welcome  Back,  Kotter 

John  P.  Kotter  on  What  Leaders  Really  Do 

John  P.  Kotter,  Harvard  Business  School  Press,  1999;  $22.95 

There’s  nothing  new  in  rotter’s  book,  but  that’s  not  a  rap.  this 
book,  a  collection  of  Kotter’s  previously  published  articles  about  leadership 
that  first  appeared  in  the  Harvard  Business  Review,  is  more  than  an  exer¬ 
cise  in  marketing.  By  packaging  the  articles  in  a  single  tome,  the  multifaceted 
nature  of  leaders  and  leadership  emerges. 

Early  on,  Kotter  draws  a  distinction  between  managers 
and  leaders:  The  former  manage  complexity  and  all  its  inher¬ 
ent  processes,  while  the  latter  manage  change.  As  change 
agents  extraordinaire,  leaders  must  above  all  create  a  sense 
of  urgency.  Accomplishing  that  often  requires  a  mix  of  pa¬ 
tience,  tenacity,  an  iron  will  and  an  uncanny  ability  to  com¬ 
municate  a  clear  and  consistent  message.  Add  a  gift  for  per¬ 
suasion,  and  you’ve  got  the  very  model  of  a  well-rounded 
leader. 

As  Kotter  demonstrates,  most  leaders  have  highly  devel¬ 
oped  social  skills.  To  bring  about  lasting  change,  leaders  have 
many  constituents.  Not  only  do  they  need  to  sway  employees  but 
board  members  and  stockholders  as  well. 

The  book  is  thankfully  short  on 
theory  and  is  instead  filled  with  practi¬ 
cal,  often  common-sensical,  advice. 

For  anyone  who  wants  to  be  a  leader 
when  they  grow  up,  Kotter’s  book  is 
required  reading. 


New  and  Recommended 


Ackoff 's  Best:  His  Classic  Writings  on 
Management,  Russell  L.  Ackoff, 
John  Wiley  &  Sons  Inc.,  1 999.  Wit 
and  wisdom  meet  commerce  in  essays 
by  Ackoff,  an  architect,  city  planner, 
behavioral  scientist,  Wharton  profes¬ 
sor  and  all-world  management  guru. 

Digital  Capitalism:  Networking  the 
Global  Market  System,  Dan  Schiller, 
MIT  Press,  1 999.  Is  the  Web  an  even 
more  brutal  iteration  of  Adam  Smith’s 
marketplace?  Could  be. 


Walking  the  Talk 

Results-Based  Leadership:  How 
Leaders  Build  the  Business  and 
Improve  the  Bottom  Line 

Dave  Ulrich,  Jack  Zenger  and 
Norm  Smallwood, 

Harvard  Business  School  Press, 
1999;  $24.95 
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How  Imlcrs  build the 
business  mill  iin/innr 
lllr  In  it  t  oiii  line 


f'HUltS- 

Based 


X  -feui«h 

il^hvoocl 

T'l"  Bfnnls 


fORPORATE  LEADERSHIP  ISN’T  ABOUT 
vision;  it’s  about  results.  All  too  of- 
iten,  executives  wax  poetic  when  it 
comes  to  mission  statements  but  fail  to  make  the  connec¬ 
tion  between  their  words  and  their  actions.  This  book,  by 
a  trio  of  experienced  human  resources  and  management 
consultants,  is  designed  to  help  managers  walk  the  talk. 

There  are  no  earth-shattering  epiphanies  here,  nor 
overly  hyped  claims.  The  most  useful  materials  in  the 
book  are  the  charts  and  figures  that  provide  readers  with 
practical,  focused  information  and  advice.  For  example, 
the  strategic  clarity  quiz  the  authors  devised  is  a  quick  yet 
comprehensive  exercise  that  readers  can  use  to  help  fine- 
tune  their  organizations’  goals.  -Megan  Santosus 
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Know 


your 

customer’s 
next  move 


Competition  is  growing.  Stakes  are  higher. 


The  SASB  Solution  for  Customer  Relationship  Management  provides  a  winning  strategy  for  identifying 
your  most  profitable  customers.  And  keeping  them  loyal. 

Collect  information  at  all  customer  contact  points 

Analyze  data  to  better  understand  customer  needs 

Refine  business  strategies  around  your  most  desirable  customers 


To  get  to  know  your  customers,  get  to  know  the  only  software  that  integrates  the  full  scope  of  managing 
customer  relationships.  For  our  free  guide,  Identifying  and  Responding  to  Your  Most  Valued  Customers, 
visit  us  at  www.sas.com/nextmove 


Visit  us  in  booth  #4804  at  PC  Expo  in  New  York. 
The  Business  of  Better  Decision  Making 


FORTUNE 


/M 

SAS  Institute 


www.sas.com/nextmove  E-mail:  cio@sas.com  919.677.8200 


In  Canada  phone  1 .800.363.8397.  SAS  and  all  other  SAS  Institute  Inc.  product  or  service  names  are  registered  trademarks  or  trademarks  of  SAS  Institute  Inc.  in  the  USA  and  other  countries.  ®  indicates  USA  registration. 
Other  brand  and  product  names  are  trademarks  of  their  respective  companies.  Copyright  ©  1999  by  SAS  Institute  Inc.  23689US.0599 


Trendlines 


The  Lowdown  on  the  High-Tech  Museum 


VALLEY  NEWS 


Last  Halloween,  the  city  of  San  Jose,  Calif.,  the  putative  heart  of 
Silicon  Valley,  unveiled  its  revamped  downtown  Tech  Museum  of  Innovation 
(www.thetecb.org).  Around  the  corner  from  its  old,  20,000-square-foot  digs  on 
West  San  Carlos  Street,  The  Tech  (as  the  locals  call  it)  is  a  brand-new,  three-level, 
1 12,000-square-foot  building  on  South  Market  Street  painted  road-pylon 
orange  by  architect  Ricardo  Legorreta  (who  calls  the  color  mango).  The  mu¬ 
seum  overlooks  Cesar  Chavez  Plaza,  where  the  pueblo  of  San  Jose  was  founded 
in  1777,  but  it  certainly  represents  the  Silicon  Valley  of  today.  As  a  summer 
vacation  destination,  however,  it  gets  mixed  marks. 


Five  Reasons  to  Visit  the  Tech 

Q  The  Tech’s  two-story  Imax  theater  shows  a  revolving 
selection  of  70mm  films  on  its  screen,  a  dome  82  feet  in 
diameter. 

It  emphasizes  hands-on  experiences.  You  can  surf  the 
Web,  chat  with  avatars  of  other  visitors,  and  create 
audio  and  video  clips  of  yourself. 

The  Tech  shows  what  happens  when  an  earthquake  hits 
buildings  constructed  of  brick  (very  bad)  and  what  happens 
when  it  strikes  reinforced  concrete  (pretty  good).  (The  Tech 
is  only  about  five  miles  from  the  San  Andreas  fault.) 

Its  biotech  area  lets  you  use  DNA  to  help  solve  a  murder 
and  see  what  your  own  hand  looks  like  to  an  ultrasound 
device. 

^  The  Tech  is  just  around  the  corner  from  the  San  Jose 
McEnery  Convention  Center,  so  it  provides  a  convenient 
break  from  dull  conferences. 


Five  Reasons  to  Avoid  the  Tech 

Since  there  are  only  one  or  two  stations  for  each  experi¬ 
ence,  visiting  on  weekday  mornings  when  school  groups 
appear  and  on  weekends  guarantees  a  long  wait. 

^  The  Tech  still  seems  to  be  in  shakedown  mode.  An 
underwater  tank  that  allows  you  to  manipulate  a  remotely 
operated  vehicle  has  already  sprung  a  leak;  during  my  visit, 
several  other  exhibits  were  either  malfunctioning  or  being 
retooled. 

Older  technologies  such  as  a  Frogger  game  on  an  Atari 
tape  cassette  were  the  best  exhibits,  but  they  are  not  part  of 
the  permanent  collection  because  the  Tech  is  focusing  on  the 
future. 

Tech-savvy  CIOs  visiting  sans  kids  may  end  up  yawning. 
There’s  not  much  that  could  be  called  sophisticated. 

^  The  X-rays  in  the  medical  sciences  area  show  real  bro¬ 
ken  bones.  Ick.  -Howard  Baldwin 


The  Pig’s  Still  Dancing 


A  YEAR  AGO  TODAY 


CIO  praised  Republican  presiden¬ 
tial  hopeful  Arizona  Sen.  John  McCain's  Web  site  in 
Section  1  of  the  June  1 5, 1 998,  issue  (Trendlines,  "Capital 
Improvements,  Online").  We  thought  the  "pork  barreling" 
pig  who  rolled  a  barrel  across  the  bottom  of  the  screen 

and  guided  citizens  to  stories  about  govern¬ 
ment  waste,  was  a  refreshing 
change  from  the  sober  tedi¬ 
um  of  most  Senatorial  and 
Congressional  sites. 

We  recently  discov¬ 
ered  that  not  only  is  the 
pig  still  rolling  that  barrel 
across  McCain's  site,  but 
many  other  pols  have  spiffed 
up  their  pages.  Rep.  Dick  Armey 
of  Texas  used  a  Tax  Season  Survival  Kit  to 


diagnose  symptoms  of  tax-season  shock.  He  recommended 
first  aid  tax  reform  and  offered  his  constituents  a  tax  game 
called  Self-Diagnosis. 

Sen.  Wayne  Allard's  site  has  an  interactive  map  of 
Colorado.  Click  on  a  county  to  find  out  when  Allard  will  be 
in  town,  and  you'll  also  get  the  time,  place  and  date. 

Chris  Casey,  technology  advisor  to  the  U.S.  Senate's 
Democratic  Technology  and  Communications  Committee, 
says  that  although  more  and  more  legislators  are  thinking 
Web  when  it  comes  to  generating  support  for  their  bills, 
"Congress  is  never  going  to  be  at  the  leading  edge"  due  to 
technological  (the  legislators  are  limited  to  one  institu¬ 
tionwide  server  run  by  the  sergeant-at-arms)  and  bud¬ 
getary  (webmasters  are  not  a  hiring  priority)  constraints. 

To  locate  your  senators'  or  representatives'  sites,  go  to 
www.senate.gov  or  www.house.gov. 

-Lynne  Zouranjian 
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The  power  of  the  Pentium* III  processor. 

A  safety  net  for  your  network  in  the  Internet  economy. 


The  more  business  you  do  through  the 
Internet,  the  more  your  network  is  exposed 
to  viruses,  unauthorized  access,  and 
potentially  overwhelming  traffic  loads.  Your 
safety  net?  The  Intel®  Pentium®  III  processor.  It  has  the 
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anti-virus  software  at  the  PC  level  without  interrupting 
your  users.  That  helps  guard  against  security  breaches  that 
can  come  in  over  the  Net  while  reducing  stress  on  the 
network  as  a  whole.  And  to  add  an  even  higher  level  of 
protection,  each  processor  has  a  unique  serial  number 
to  identify  PCs  in  your  network  and  help  protect  your  vital 
assets.  To  learn  more  on  the  Pentium  III  processor,  visit 
us  on  the  Web,  where  you’ll  also  find  information  on  Intel® 
products  and  the  year  2000* 
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MANAGING  YOUR  CAREER,  STAFF  AND  PROFESSIONAL  RELATIONSHIPS 


Not  to  the  Swift 


Looking  to  get  ahead  in  your  career ?  The  best 
strategy  just  might  be  to  stay  put. 

BY  MATT  VILLANO 


and  CIO  for  Aon  Group,  a  family  of 
insurance  companies  headquartered 
in  Chicago.  The  new  position  is  her 
fourth  CIO  job  in  the  past  20  years. 

Drewry  typifies  the  modern  CIO — 
someone  who  grew  up  in  the  ’60s, 
earns  a  six-figure  salary  and  changes 
situations  roughly  once  every  five 
years.  Last  year,  in  an  annual  survey  of 
more  than  500  IT  executives  con¬ 
ducted  by  Computer  Sciences  Corp., 
nearly  40  percent  of  the  respondents 
reported  that  their  CIOs  had  been 
replaced  since  1996. 

While  the  numbers  indicate  that 
CIOs  are  moving  around  at  a  hectic 
pace,  many  lament  that  their  only 
direction  is  horizontal.  If  they 
wish  to  move  up  the  career 
ladder,  it  seems  that  CIOs 
first  must  find  executive- 
level  positions  outside  IT. 
“Because  other  exec¬ 
utives  are  usually  picked 
from  a  different  pool, 
few  CIOs  are  able  to 
move  into  an  executive 
••  position  outside  IT,” 
says  Mark  Polansky, 
managing  director  of 
the  IT  practice  at  Korn/ 
Ferry  International,  a 
New  York  City-based 
executive  search  firm.  “If 
you’re  a  CIO  and  you  want 
the  chance  to  be  something 
more,  you  might  think  a 
certain  amount  of  moving 
around  is  necessary  to  pro¬ 
vide  a  feeling  of  advancement.” 
Polansky  explains  that  CIOs 


WHEN  IT  COMES  TO 
changing  jobs,  June 
Drewry  is  a  seasoned 
veteran.  The  49-year- 
old  Drewry  has  been  the 
chief  knowledge  and  technology  offi¬ 
cer  at  Lincoln  National  Corp.  in  Ft. 
Wayne,  Ind.,  a  CIO  with  Aetna  Inc.  in 
Hartford,  Conn.,  and  a  senior  vice 
president  in  the  IS  department  at  MBL 
Life  Assurance  Corp.  in  Newark,  N.J. 
She  recently  moved  on  again,  to  the 
position  of  executive  vice  president 
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are  hired  to  fulfill  a  specific  mandate 
(set  up  an  intranet,  implement  an  ERP 
system)  and  meet  the  concomitant 
technological  challenges.  Once  a  CIO 
has  addressed  those  issues,  she  can 
stick  around  and  wait  for  the  next 
major  technological  challenge  or  she 
can  move  on. 

This  pattern  of  switching  jobs  every 
five  years  has  become  the  most  com¬ 
mon  way  to  manage  an  IT  career,  but 
it’s  not  the  only  way.  Just  ask  John 
Cross.  Cross  spent  33  years  in  the  IT 
department  at  BP  Amoco  PLC,  10  of 
them  as  CIO.  This  spring,  he  bid  fare¬ 
well  to  the  only  professional  home  he 
had  ever  known,  crossed  the  Atlantic 
and  started  over  as  an  executive  vice 
president  with  AppNet  Inc.,  an  Inter¬ 
net  consulting  and  services  startup  in 
Bethesda,  Md. 

Cross  says  he  was  able  to  land  the 
job  because  his  tenure  at  BP  gave  him 
the  breadth  of  experience  and  con¬ 
nections  that  AppNet  was  seeking. 
Today,  by  not  subscribing  to  the  job¬ 
hopping  tendencies  of  his  peers,  Cross 
is  exactly  where  many  of  them  would 
like  to  be:  an  executive  outside  IT  with 
an  equity  position  in  the  company. 

The  Rabbit  Paradigm 

June  Drewry  spent  12  years  with  her 
first  company,  5  years  with  her  second 
and  3  years  with  her  third.  She  says 
each  new  job  was  too  good  to  pass  up 
and  that  each  offered  more  money,  vis- 
ibility,  responsibility  and  learning 
opportunities  than  the  previous  one. 
With  the  exception  of  her  most  recent 
move,  Drewry  candidly  characterizes 
her  career  decisions  as  impulsive. 

“All  I  ever  asked  myself  was,  ‘Are 
you  having  fun?  Are  you  learning 
something  new?  Are  you  making  a  dif¬ 
ference?’  If  the  answer  to  any  of  those 
questions  was  no,  then  I  knew  it  was 
time  for  a  change.” 

What  motivated  Drewry  to  leave 
Lincoln  National  earlier  this  year, 
however,  was  different  from  what  had 
prompted  her  to  leave  her  CIO  posi- 
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tions  at  the  other  companies.  The  com¬ 
pany  had  hired  a  new  CEO.  Last  winter, 
after  nearly  three  years  working  on  com¬ 
pany  strategy,  Drewry  found  herself  lim¬ 
ited  to  an  oversight  role.  That  was  rea¬ 
son  enough  for  her  to  find  new  digs. 

“When  leadership  changes,  the  role 
of  technology  changes  too,”  she  says. 
“As  a  CIO,  you’ve  got  to  be  able  to  adapt 
and  make  the  moves  that  are  best  for 
you.  Because  everything  in  this  industry 
changes  overnight,  you’ve  got  to  ask 
yourself  if  it’s  worth  putting  so  much 
into  a  job.” 

Professionals  in  every  industry, 
including  some  of  today’s  highest-rank¬ 
ing  executives,  frequently  ask  themselves 
similar  questions  about  their  jobs. 
According  to  Lance  Eliot,  a  former  CIO 
who  is  a  columnist  on  IT  career  issues, 
all  this  soul-searching  often  results  in  job 
changes  based  on  whims  or  gut  instinct. 
In  some  cases,  Eliot  says,  people  second- 
guess  their  decisions  so  much  that  they 
jump  at  certain  opportunities  without 
considering  the  professional  ramifica¬ 
tions.  Considering  how  much  is  at  stake 
in  today’s  IT  environment,  he  adds,  the 
best  CIOs  are  those  who  can  string 
together  a  number  of  job  changes  into 
meaningful  careers. 

“It  strikes  me  that  the  CIO  volatility 
question  seems  to  have  an  unstated  and 
underhanded  premise:  generally,  that 
there  must  be  something  wrong  with  the 
[current]  crop  of  CIOs  because  they  keep 
moving  along,”  says  Eliot,  president  of 
Eliot  &  Associates,  a  consulting  firm  in 
Huntington  Beach,  Calif.  “If  you  con¬ 
sider  overall  executive  turnover,  the 
external  environment  facing  companies 
today,  the  difficulty  in  creating  compet¬ 
itive  IT  systems,  the  pace  of  change  in 
new  technology  and  the  normal  push 
and  pull  of  companies  deciding  what 
they  want,  it’s  a  wonder  the  volatility 
isn’t  more  pronounced. 

A  Tortoise's  Tale 

John  Cross  says  that  a  number  of  factors 
contributed  to  his  decision  to  remain  at 
BP:  consistent  technological  challenges, 
reasonable  pay  and  an  excellent  work¬ 
ing  environment.  He  did  get  job  offers 
from  other  companies,  and  he  admits 
that  he’d  sometimes  daydream  about 
working  somewhere  else  for  millions 
more  than  what  he  was  earning  at  BP, 


but  Cross  stuck  it  out  for  33  years.  And 
when  he  finally  left  this  spring,  he  was 
exactly  what  AppNet  was  looking  for  in 
a  senior-level  executive. 

“They  wanted  someone  with  hands- 
on  business  experience  and  were  shocked 
to  see  all  that  I  had  done  at  BP  during 
that  time,”  says  Cross,  56.  “That  was 
why  I  stayed  at  BP  for  so  long.  Even 
when  times  were  tough,  I  knew  the 
opportunities  I  had  there  far  outweighed 
the  opportunities  I’d  have  elsewhere.  I 
wasn’t  about  to  leave  for  just  anything.” 

Before  becoming  BP’s  CIO,  Cross 
served  in  nearly  a  dozen  jobs,  some  IT- 


related,  some  not.  He  started  with  the 
company  in  1966,  first  as  an  economist 
in  the  market  economics  and  planning 
department,  then  as  an  operator  in  the 
data  processing  department,  and  next  as 
a  programmer  in  advanced  software 
development.  After  returning  to  IT  from 
a  stint  on  the  business  side,  in  1988 
Cross  was  tapped  as  CIO  of  the 
Exploration  and  Production  Division, 
one  of  BP’s  three  business  units.  Finally, 
in  1993,  he  was  promoted  to  CIO  of  the 
entire  company,  overseeing  more  than 
3,000  employees. 

BP  has  long  had  a  reputation  in  the  oil 
industry  for  investing  heavily  in  tech¬ 
nology.  That  commitment  to  innovation 
was  evident  in  the  late  ’80s  when  Cross 
took  over  IT.  From  1988  to  1993,  the 
company  embarked  on  a  massive  switch 
from  a  mainframe  to  client/server  tech¬ 
nology.  Other  CIOs,  once  they  had  mas¬ 
terminded  such  a  transformation,  might 
have  slipped  on  their  traveling  shoes — 
but  not  Cross.  Three  years  after  he  set 
up  the  company  on  a  WAN,  he  em¬ 
barked  on  a  huge  project  to  base  its  net¬ 
working  on  the  IP  protocol  and  begin  a 
number  of  intranet  projects.  He  says  that 
this  constant  flow  of  opportunities  to 
work  with  new  technologies  was  the 
job’s  biggest  benefit. 

“We  were  always  on  the  forefront  of 
software  development  for  our  industry,” 
he  says.  “On  top  of  that  I  had  the  com¬ 


fort  and  security  of  a  major  oil  company 
backing  me  every  step  of  the  way. 
Throughout  my  career,  every  time  I  con¬ 
sidered  moving  on,  they  were  able  to 
find  something  new  to  throw  my  way. 
That  was  a  big  part  of  my  decision  to 
stay  as  long  as  I  did.” 

According  to  Cross,  technology  was 
only  one  component  of  his  happiness  at 
BP.  Cross  compares  being  a  member  of 
the  company’s  senior  executive  team  to 
being  “a  member  of  a  nice  club.”  The 
entire  culture,  he  says,  was  one  of  which 
he  was  proud  to  be  a  part.  Cross  recalls 
that  in  one  of  his  first  weeks  as  CIO  the 


CEO  took  him  aside  and  assured  him 
that  he  would  be  an  integral  part  of  the 
company’s  business  team.  It  made  Cross 
feel  valued  and  trusted.  For  more  on 
Cross’s  leadership  views,  see  his  com¬ 
ments  in  “The  Call  to  Enterprise 
Leadership,”  Page  50,  and  “Stranger  in 
a  Strange  Land,”  Page  38. 

If  that  weren’t  enough  of  an  incentive 
to  stay  put,  the  company  offered  Cross 
the  opportunity  to  enroll  in  MBA 
courses  and  in  various  executive  devel¬ 
opment  programs.  “They  took  a  view 
that  one  of  the  challenges  for  an  organi¬ 
zation  like  ours  was  to  foster  a  feeling  of 
everyone  being  a  manager  of  the  busi¬ 
ness,”  Cross  says  of  the  company’s  brain 
trust.  “Their  desire  to  have  me  become 
more  of  a  businessman  kept  me  inter¬ 
ested  in  spending  my  career  there.  There 
were  times  when  IT  was  at  a  standstill, 
but  at  those  times  there  was  always 
something  happening  on  the  executive 
level  that  made  the  job  worthwhile.” 

Although  Cross  knew  he  was  earning 
much  less  at  BP  than  he  could  have 
earned  as  a  CIO  in  the  United  States,  he 
says  the  pay  was  sufficient  to  keep  him 
satisfied.  Top  dollar  was  not  as  impor¬ 
tant  to  him  as  the  opportunities  for  pro¬ 
fessional  and  personal  development.  “To 
a  point,  I  thought  that  it  would  have  been 
silly  to  move  on  to  another  CIO  job  for 
a  few  thousand  dollars  more  each  year,” 
he  says.  “While  money  is  important,  if 


"All  I  ever  asked  myself  was,  'Are  you  having  fun?  Are  you 
learning  something  new?  Are  you  making  a  difference?'" 

-]une  Drewry,  CIO,  Aon  Group 
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you’re  earning  a  comfortable  wage  it 
doesn’t  make  that  much  difference.  Did 
I  think  that  more  money  would  have 
been  nice?  Of  course.  Was  it  cause 
enough  to  throw  away  everything  else? 
Not  for  a  second.  I  knew  that  when  I  left 
BP,  I’d  be  leaving  the  CIO  role  for  good.” 

Winning  the  Race 

In  the  end,  Cross  did  just  that.  AppNet 
approached  him  with  a  job  offer  in 
September  1998  and,  after  years  of 
turning  down  positions,  he  finally 
accepted  one.  Today  Cross  is  responsi¬ 
ble  for  developing  a  strategic  Internet 
consulting  business,  helping  build  strate¬ 
gic  business  relationships  and  integrate 
company  acquisitions,  and  supporting 
key  major  account  initiatives.  It  is  a 
position  with  a  salary  that  enables  him 
to  leave,  as  he  puts  it,  the  “income  earn¬ 
ers”  and  join  the  “wealth  creators.” 

At  a  time  when  most  CIOs  move 
around  as  often  as  free-agent  athletes, 
Cross  says  it’s  telling  that  what  AppNet 


officials  found  most  appealing  were  his 
senior-level  management  experience  and 
the  network  of  relationships  he’d  devel¬ 
oped  in  the  IT  industry  and  CIO  com¬ 
munities,  thanks  to  his  longevity  at  BP. 
This,  he  adds,  demonstrates  that  while 
an  increasing  number  of  CIOs  make  a 
practice  of  job-hopping,  there’s  also  a 
payoff  to  staying  put. 

As  for  Drewry,  she  says  that  the  ideal 
career  is  one  that  enables  her  to  solve 
problems  and  to  meet  ever-expanding 
technological  challenges.  If  that  means 
moving  from  one  place  to  another,  she 
says,  so  be  it. 

“It  used  to  be  that  if  you  had  lots  of 
jobs  on  your  resume,  that  meant  you 
couldn’t  hold  a  job,”  she  says.  “Now,  I 
think  it’s  almost  a  detriment  to  have 
only  one  job  on  there.  Moving  around 
gives  you  the  opportunity  to  gain 
knowledge  from  different  places  about 
a  bunch  of  things.  I  wouldn’t  say  my 
goal  is  to  keep  moving  or  to  stay  put. 
My  goal  is  to  learn  new  technologies 


and  help  the  company  I’m  working  for. 
To  me,  longevity  isn’t  nearly  as  impor¬ 
tant  as  that. 

“Nowadays,”  she  continues,  “it’s  up  to 
each  person  to  manage  his  or  her  career. 
People  have  a  right  and  an  obligation  to 
look  for  themselves.  When  I’m  thrilled 
with  my  situation  at  a  company,  then  I’m 
not  going  to  be  out  there  looking.  When 
I’m  not  thrilled  with  my  situation,  you  can 
bet  I’m  looking  every  day,”  she  says. 

“There  are  dozens  of  ways  one  can  go 
about  managing  his  or  her  career,”  Cross 
says.  “Who  knows  if  I  would  have  been 
given  the  same  opportunity  [at  AppNet] 
if  I  had  done  something  differently? 
Given  the  same  circumstances,  every  CIO 
would  make  a  different  choice.  I’m  happy 
with  where  I  am  today.  Regardless  of 
how  I’ve  managed  my  career,  that’s  all 
that  really  matters.”  HQ 

Matt  Villano  is  a  freelance  writer  based 
in  New  York  City.  He  can  be  reached  at 
mjv@whalehead.com. 
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"A  LOT  OF  THE  TECHNOLOGY  THAT  HELPS  PUT  THIS 
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Bruce  Parker  knows  the  power  of  networked  computing.  His  Information  Services  Division  keeps 
United  soaring.  With  cutting-edge  technology  that  links  over  95,000  employees  on  five  continents. 
And  manages  25,000  workstations,  over  500  aircraft  and  over  235,000  passengers  every  day. 


And  who  did  he  recently  choose  for  networking  software?  Novell. 

Novell  is  the  networking  specialist.  So  Bruce  uses  Novell  NetWare®  for  his  core  network  platform; 
Novell  Directory  Services®  (NDS™)  for  network  administration;  and  Novell  Consulting,  Education  and 
Support  Services  for  ongoing  success.  Seamless,  scalable,  available,  reliable.  United  puts  some  of  the 
world's  most  advanced  technology  on  the  ground  so  it  can  put  some  of  the  world's  most  advanced 
technology  in  the  air. 

That's  why  United  flies  with  Novell. 
www.novell.com/united  or  1-800-513-1700 
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When  CIO  approached 

me  with  an  idea  to  present  a  series  of 
leadership  articles  in  its  summer 
issues,  I  was  intrigued  enough  to 

sign  aboard  as  guest  editor,  mainly  because  I’m  worried  about 
the  chief  information  officer.  In  the  realm  of  enterprise  infor¬ 
mation  and  the  systems  that  generate,  move  and  manipulate  it, 
lackluster  leadership  has  never  been  more  potentially  lethal. 


vm® 


In  This  Issue 

Case  Study,  Part  1 

"Stranger  in  a  Strange 
Land,"  . Page  38 

Roundtable 

"The  Call  to  Enterprise 
Leadership," _ Page  50 

Executive 

Communication 

"In  CIOs  We  Trust," 

Section  2 . Page  34 


In  Upcoming 
Issues 

Case  Study,  Part  2 

Strategic  Knowledge 

Case  Study,  Part  3 

Mobilization 

Women  in  IT 

A  Unique  Perspective 

CIOs  as  CEOs 

Can  They  Make  It? 

CEOs  on  IT 

Getting  a  Grip 


On  Our 
Web  Site 

For  more  on  leadership, 
visit  the  Leadership 
Research  Center  at 

www.  do.  com/forums/ 
leadership.  You'll  find  an 
array  of  related  material 
including 

■  A  self-scoring 
leadership  test 

■  Practitioner  advice 
on  CIO  leadership 

■  Excerpts  and  essays 
from  Warren  Bennis 

■  Warren  Bennis's  anno¬ 
tated  reading  list 
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The  Internet  has  profoundly  changed  everything,  and  the  role  of  infor¬ 
mation  in  the  new  economy  is  critical  to  the  survival — not  just  the  suc¬ 
cess — of  any  institution.  If  an  organization  wants  to  still  be  in  the  phone 
book  in  2002,  that  realization  has  got  to  sink  in  now. 

In  the  new  millennium,  the  major  challenge  for  leaders  will  continue 
to  be  releasing  the  brainpower  of  the  workforce.  Competitive  advan¬ 
tage  will  depend  on  leaders’  ability  to  create  the  social  architecture  capa¬ 
ble  of  generating  intellectual  capital,  which  is  the  engine  of  growth, 


productivity  and  profits.  It’s  true  that 
information  systems  are  the  conduits 
for  intellectual  capital.  But  that  does  not 
mean  that  you,  the  CIO,  are  merely  the 
chief  traffic  cop  and  maintenance  per¬ 
son.  With  your  peers  and  bosses  on  the 
executive  team,  you  have  an  obligation 
to  envision,  promote  and  execute  the 
how,  where,  when  and  sometimes  why 
of  harnessing  intellectual  capital. 

Unfortunately,  times  are  tough  for 
leaders.  I’ve  been  studying,  writing 
about  and  consulting  on  leadership 
for  decades,  and  I  believe  the  problems 


facing  today’s  leaders  are  more  daunt¬ 
ing  than  ever  before.  Whether  the  task 
is  building  a  global  business  or  dis¬ 
covering  the  mysteries  of  the  human 
brain,  there  are  simply  too  many  prob¬ 
lems,  too  many  connections  to  be 
made,  too  much  blurring,  spastic 
hyperturbulent  change  for  any  single 
solution  to  work.  Or  any  single 
leader  to  solve.  As  I  argued  in  a  recent 
article  in  Organization  Dynamics ,  the 
Lone  Ranger  hero-leaders  of  today, 
the  Jack  Welches  and  Michael  Eisners, 
will  need  to  become  connoisseurs  of 


Warren  Bennis's  Biography 


Warren  Bennis  is  university 
professor  and  distinguished 
professor  of  the  Marshall 
School  of  Business  at  the 
University  of  Southern 
California  and  a  consultant  to 
multinational  companies  and 
governments  worldwide.  He's 

authored  such  seminal  lead 
ership  books  as 
Why  Leaders  Can't  Lead, 

On  Becoming  a  Leader  and 
Organizing  Genius:  The 
Secrets  of  Creative 
Collaboration.  His  latest 
book,  co-authored  with 
David  Heenan,  is  Co-Leaders:  The 
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Power  of  Great 
Partnerships  (John  Wiley 
&  Sons  Inc.).  Bennis  has 
been  an  advisor  to  four 
U.S.  presidents,  served 
as  president  of  the  Uni¬ 
versity  of  Cincinnati  and,  in 
the  mid-1960s,  predicted  the 
inevitable  demise  of  communism 
and  the  bureau¬ 
cratic  organization. 

At  age  19,  he  was 
the  youngest  U.S. 
infantry  officer  to 
serve  in  the  Euro¬ 
pean  theater  of 
World  War  II. 
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talent,  more  curators  than  creators,  in 
the  business  world  of  tomorrow. 

You  can  bet  the  answers  to  every 
leadership  problem  will  not  be  found 
within  the  pages  of  business  books, 
and  neither  will  they  be  found  in 
C/O’ s  leadership  curriculum.  What 
we’re  offering  is  a  framework  for 
introspection  on  what  it  takes  to  be  an 
enterprise  leader  in  your  environment. 
We  chose  the  summertime  in  hopes 
that  in  this  relatively  slow  corporate 
season,  you  will  actually  have  time  to 
think  about  leadership  (although  this 
is  admittedly  an  American-centrist 
view;  it  isn’t  summertime  everywhere 
in  the  world). 

Relationships,  positioning,  politics 
and  the  unconscious  conspiracy  of 
turmoil,  inertia  and  fear  that  hold  us 
back:  These  are  some  of  the  topics 
that  CIO  has  examined  in  the  pages 
that  follow.  I’ll  offer  my  perspective 
at  the  end  of  each  article  and  tie  the 
indications  together.  Please  read  these 
articles,  by  all  means  visit  C/O’ s  lead¬ 
ership  center  on  the  Web  ( www.cio . 
com/forums/leadership)  and  come 
talk  with  me  and  others  at  the 
00-100  Symposium  on  leadership 
and  innovation  in  August.  But  most 
of  all,  for  your  own  sake  and  that  of 
your  enterprise’s,  take  time  to  con¬ 
sider.  Compare  your  actions  with 
your  vision  of  leadership.  Are  you  the 
leader  you  want  to  be,  can  be,  need  to 
be?  Think  about  it. 

-Warren  Bennis, 
University  of  Southern  California 
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For  CaliMed  CIO  David  Shepard,  a  new  CEO  brings 
a  seat  at  the  boardroom  table.  His  new  role  as  an 
enterprise  leader  comes  with  great  rewards — and  great 
risks.  How  will  he  navigate  these  unfamiliar  waters ? 


BY  RICHARD  PASTORE 


Tt  HE  CIO  PROFESSION  HAS  WON  A  PERILOUS  VICTORY.  CHIEF  INFORMATION  OFFICERS 
have  earned  the  right  to  be  regarded  as  enterprise  leaders  transforming  the  business  and  steer¬ 
ing  the  company  to  new  and  vital  destinations.  Enterprise  leadership  now  comes  with 


the  CIO  title.  But  with  that  mantle  of  leadership  come 
thick  new  folds  of  complexity  and  uncertainty. 

Unfortunately,  experience  running  an  information  sys¬ 
tems  organization  does  not  guarantee  success  in  enterprise 
leadership.  A  credibly  run  IS  group  is  only  a  ticket  to  a  seat 
at  the  executive  table.  Once  seated,  the  CIO  has  to  change; 
even  his  thought  patterns  must  flow  in  new  channels. 
Within  an  IS  department,  there’s  a  technical  right  and 

wrong.  The  program  either 
works  or  doesn’t  work.  But 
enterprise  leadership  func¬ 
tions  within  a  miasma  of 
maybes,  as  politics  and  per¬ 
sonalities  work  to  obscure  the 
best  course  of  action.  How 
can  CIOs  cut  through  the 
murk  to  influence  and  inspire 
people  who  don’t  owe  them 
allegiance?  What  are  the  nec¬ 
essary  tools,  skills  and  disci¬ 
plines?  How  do  they  avoid 


Reader  ROI 


READERS  OF  CASE  STUDY,  PART  1, 
will  learn  how  to 

►  Reinvent  themselves  as  enterprise 
leaders 

►  Identify  and  support  allies 

►  Recognize  and  disarm  enemies 

►  Build  relationships  within  the 
leadership  team 


the  traps  and  apply  their  expertise? 

It’s  not  easy  for  any  executives  to  ask  these  questions, 
to  admit  their  vulnerabilities  and  their  need  for  guidance. 
However,  we  know  many  CIOs  share  these  concerns,  so 
we  have  addressed  several  of  them  in  this  three-part  fic¬ 
tional  case  study,  which  will  run  throughout  our  summer 
issues.  The  scenarios,  though  simplified,  depict  the  reali¬ 
ties  of  leadership.  David  Shepard,  a  newly  appointed  CIO 
at  a  fictional  pharmaceutical  company  that’s  on  the  ropes, 
has  a  small  window  of  opportunity  to  prove  himself  an 
enterprise  leader.  He’s  got  the  guts  to  admit  he  doesn’t  have 
all  the  answers,  and  he’s  tapped  into  his  network  for  help. 
Guiding  him  and  the  reader  is  C/O’ s  leadership  faculty  of 
IT  veterans — John  Cross,  Christopher  Hoenig  and  Patricia 
Wallington  (for  their  credentials,  see  “Meet  Shepard’s 
Coaches,”  Page  43). 

Part  1  of  the  case  study  focuses  on  relationship-building, 
an  art  that’s  fundamental  to  successful  leadership.  Can  our 
CIO  build  effective  relationships  with  his  executive  team 
while  navigating  a  political  minefield  that  threatens  them 
all?  Read  on  and  find  out. 
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You  know  changes  are  coming. 
Shouldn’t  your  PCs  know  it  too? 


00  READY  PCs 


If  you  buy  a  new  PC  now,  it  should  be  ready  to  run 
the  next-generation  desktop  OS,  Microsoft®  Windows® 
2000  Professional.  Well  that’s  the  whole  idea  behind 
WINDOWS  2000  READY  PCs.  They’ve  got  the  RAM. 
They’ve  got  the  power.  And  they’ve  got  Windows  NT® 
Workstation  4.0  (including  Y2K  updates)— which 
means  you’ve  got  performance,  reliability,  and  low 
support  costs  now,  plus  the  easiest  possible  upgrade 
path  when  the  time  comes.  So  with  one  decision, 
you’re  cleverly  preparing  your  desktops  for  the  future. 
For  information  on  hardware  partners  and  products, 
please  visit  our  Web  site. 
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A  CIO  to  the  Rescue/ 

IN  HIS  EIGHT  YEARS  AT  CALIMED, 
David  Shepard  had  never  been  in  the 
14th-floor  executive  conference 
room.  In  fact,  the  last  time  he’d  been  on 
the  floor  was  six  months  ago  when  he 
gave  an  e-mail  training  session  to  the 
recently  departed  CEO.  The  crash 
course  in  getting  wired  hadn’t  paid  off; 
the  board  forced  the  CEO  to  retire  a  few 
months  later. 

Shepard,  summoned  by  Maureen 
Carleton,  the  new  CEO,  found  himself 
seated  at  the  boardroom  table  with  a 
handful  of  other  CaliMed  officers. 
Shepard’s  nemesis,  Pete  Lucibelli,  was 


there.  Lucibelli  had  made  a  habit  of 
bypassing  the  IS  department,  bringing 
in  his  own  technology  for  his  sales  and 
marketing  group  while  paying  little 
heed  to  Shepard’s  IT  architecture  stan¬ 
dards.  Also  at  the  table  was  Chief 
Operating  Officer  Robert  Matson,  a 
CaliMed  veteran.  Even  though  Shepard 
officially  had  reported  to  the  comptrol¬ 
ler,  it  was  Matson  to  whom  he  usually 
turned.  Now  his  friend  was  in  an  awk¬ 
ward  position,  apparently  passed  over 
for  the  top  job  but  asked  to  stay  on  for 
“operational  continuity.” 

Matson  looked  uncomfortable,  but 
Shepard  considered  himself  easily  the 
most  nervous  person  in  the  room.  He 
had  been  CIO  for  three  days,  reporting 


directly  to  Carleton,  and  Carleton, 
accustomed  to  the  bleeding-edge  tech¬ 
nology  of  the  biotech  sector  where  she 
came  from,  wanted  Shepard  to  use  IT 
as  a  competitive  weapon  in  his  new  role 
as  member  of  the  leadership  team.  She 
had  explained  that  she’d  promoted  him 
from  IT  director  because  he  was  adept 
with  technology  and  knew  the  compa¬ 
ny’s  business  processes — advantages 
she  couldn’t  get  from  an  outsider  or  a 
CIO  candidate  with  only  a  business 
background. 

She  was  right  about  his  strengths.  He 
knew  IT  and  its  application  cold.  But  he 
still  felt  ill-prepared  to  be  a  peer  execu¬ 
tive  leading  the  company. 

The  meeting  began  abruptly  as  Carle¬ 
ton  outlined  the  basics  of  her  turn¬ 
around  strategy.  Actually,  it  was  her 
longtime  associate  Richard  Pepe,  Cali- 
Med’s  new  senior  vice  president  of  strat¬ 
egy,  who  did  most  of  the  talking.  And  it 
was  an  impassioned  speech.  CaliMed 
was  being  dragged  down  by  its  low- 
payoff  protocol-development  partner¬ 
ship  with  health-care  providers.  To  put 
its  resources  into  new  opportunities, 
CaliMed  needed  to  cut  its  losses  and  pull 
out  of  the  venture,  Pepe  said. 

Shepard  winced.  The  knowledge  net¬ 
work  that  IS  had  built  for  these  facilities 
to  share  treatment  data  had  been  a  break¬ 
through  IT  accomplishment.  Several 
health-care  companies  had  asked  to  study 
and  benchmark  against  it.  Now  it  was 
being  discarded.  And  its  creator.  Network 
Manager  Greg  Devlin,  would  probably 
follow  it  out  the  door  in  frustration. 

On  top  of  that,  IS  was  three  months 
and  several  thousand  dollars  into  devel¬ 
opment  of  a  second  generation  of  the 
network,  under  the  co-leadership  of 
Devlin  and  McEarnst  &  Co.  consultant 
Roberta  Sedaille.  This  would  have 
linked  providers  to  their  affiliated  pri¬ 
vate  practice  physicians  through  a 
secured  extranet. 

Pepe  outlined  the  second  piece  of  the 
strategy:  broader,  faster  revenue  streams. 
CaliMed’s  drugs  were  aging;  the  com¬ 
pany  needed  new  high-margin  products 
fast.  Not  surprising,  given  their  back¬ 
ground,  Carleton  and  Pepe  wanted  to 
acquire  boutique  biotech  and  biogen 
companies  to  gain  access  to  products  in 
development.  (Also  not  surprising, 
they’d  gotten  rid  of  CaliMed’s  head  of 


Company  Backgrounder 


CaliMed:  Turnaround  Plan 

Company:  CaliMed  Inc.,  a  medium-size  California-based  pharmaceutical 
company. 

Competitive  climate:  CaliMed  has  lost  money  in  five  of  the  last  six  quarters. 
Its  rivals  are  getting  bigger  and  stronger  by  acquiring  other  pharmaceutical 
companies  and  increasing  the  number  of  new  drugs  in  their  pipelines.  CaliMed's 
product  base,  on  the  other  hand,  is  among  the  most  aged  in  the  industry. 

Obstacles:  CaliMed's  attempt  to  boost  sales  through  partnerships  with  health¬ 
care  providers  has  been  a  failure.  The  company  teamed  with  hospitals  and  long¬ 
term  care  facilities  to  develop  disease-management  protocols.  CaliMed  expected 
the  use  of  these  protocols  to  lead  to  more  prescriptions  for  CaliMed  medica¬ 
tions.  But  protocol  development  is  proceeding  slowly,  and  physicians  are  resist¬ 
ing  the  protocols  (which  they  regard  as  "cookbook  medicine"). 

Recovery  strategy:  The  company's  board  of  directors  has  decided  on  a  strat¬ 
egy  to  stem  the  losses  and  to  catch  and  surpass  the  competition.  The 
turnaround  plan  is  three-pronged:  kill  unprofitable  alliances,  jump-start  prod¬ 
uct  development  through  new  acquisitions  and  create  new  revenue  opportuni¬ 
ties — all  the  while  adhering  to  a  conservative  budget. 

Actions:  To  spearhead  the  changes,  the  board  replaced  CaliMed's  longtime 
CEO  with  a  new  executive  from  outside  the  company.  New  CEO  Maureen 
Carleton,  most  recently  head  of  a  small,  fast-growing  biotech  firm,  believes  that 
information  technology  must  provide  a  competitive  advantage — a  stark  con¬ 
trast  to  the  outgoing  CEO  who  saw  IT  as  a  support  function.  One  of  Carleton's 
first  acts  is  to  elevate  CaliMed  IT  Director  David  Shepard  to  the  new  position  of 
vice  president  and  CIO.  She  has  made  it  clear  that  she  expects  Shepard  to  be 
an  enterprise  leader. 
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Meet  Shepard's  Coaches 


in  early  1999  John  Cross  retired 
from  his  position  as  head  of  IT  at  BP 
Amoco  PLC.  Beginning  in  1990,  Cross 
presided  over  a  radical  corporatewide 
transformation,  cut¬ 
ting  IT  costs  by 
50  percent  while 
implementing  a  full- 
scale  client/server 
migration.  In  the 
process,  he 
changed  the  core 
mission  of  IS  from 
providing  transactional  support  services 
to  acting  as  a  strategic  business  partner. 
Cross  was  named  by  CIO  as  one  of  the 
decade's  12  most  influential  IT  executives 
(see  "Hall  of  Fame,"  C/O,  Sept.  15,  1997). 
He  is  now  an  executive  vice  president 
with  AppNet  Inc.,  an  Internet  consulting 
and  services  startup  in  Bethesda,  Md. 


as  director  for  information  man¬ 
agement  and  technology  issues  at 
the  U.S.  General  Accounting  Office, 
Christopher  Hoenig  was  responsible 
to  Congress  for  $25  billion  in  federal  IT 
spending.  He  led  a  historic  reform  that 
for  the  first  time  brought  private  sector 
best  practice  principles  (and  the  CIO 
position)  to  the  federal  government.  He 
has  also  been  an  IT  management  consul 
tant  with  McKinsey  &  Co.  and 
is  the  author  of  a  forthcoming  book 
from  Perseus  Books  based  on  a  decade 
of  research  on  world-class 
problem-solving  and 
leadership 
techniques  for  the 
knowledge  age.  He 
is  now  CEO  of  Exolve 
Inc.,  a  Washington,  D.C.- 
based  consulting  firm. 


in  1999  Patricia 
Wallington  retired  as 
Xerox  Corp.  corporate 
vice  president  and 
CIO.  At  Xerox,  Wallington  forged 
a  close  relationship  with  CEO  (now 
Chairman)  Paul  Allaire  and  established 
a  corporatewide  leadership  training 
program.  One  of  her  biggest  accomplish¬ 
ments  was  an  outsourcing  arrangement 
that  reduced  Xerox's  IT  costs  and 
enabled  development  of  a  new  global 
strategy,  IM2000.  In  1997  Wallington  was 
inducted  into  the  Women  in  Science  and 
Technology  Hall  of  Fame  and 
named  by  CIO  in  the  Sept.  15,  1997, 
issue  as  one  of  the  12  most  influen¬ 
tial  IT  executives  of  the  decade.  Now 
based  in  Sarasota,  Fla.,  Wallington 
is  consulting  part  time  for  Xerox 
and  others. 


product  development  and  were  now  try¬ 
ing  to  recruit  someone  from  another 
pharmaceutical  maker.) 

But  new  products  in  the  pipeline 
wouldn’t  be  enough,  Pepe  added.  Cali- 
Med  needed  a  more  rapid  rollout  pro¬ 
cess  to  move  products  through  their  clin¬ 
ical  trials  faster  than  their  competitors 
did.  And  the  company  needed  to  explore 
new  markets  and  new  delivery  mecha¬ 
nisms.  One  of  Pepe ’s  ideas  was  to  bypass 
pharmacies  and  go  right  to  the  public  for 
nonprescription  products  such  as 
CaliMed’s  herbal  line. 

Shepard  found  himself  thinking,  How 
can  we  possibly  fund  all  this? 

Carleton  spoke  up.  “We’ll  borrow  to 
fund  the  acquisitions.  The  rest  we’ll  have 
to  accomplish  on  our  internal  budget — 
which  will  be  the  same  as  last  year’s.” 

Great,  thought  Shepard.  She  can  read 
minds  too. 

Shepard  wanted  to  make  the  most  of 
this  opportunity,  but  he  knew  Carleton 
wouldn’t  have  much  patience  with  him. 
But  how  could  he  work  with  her  when  he 
barely  knew  her?  And  what  would  hap¬ 
pen  when  she  started  talking  to  Lucibelli? 
He’d  probably  tell  her  to  outsource, 
something  he  had  proposed  before. 

On  the  other  hand,  Shepard’s  IT 
department  was  clearly  doing  well.  The 


numbers  were  high  on  the  last  two  user 
satisfaction  surveys.  His  staff  turnover 
matched  the  industry  average  (at  least  for 
now,  he  thought,  picturing  Devlin,  his 
network  manager,  walking  out  the  door). 

But  the  efficient,  effective  IT  organi¬ 
zation  he’d  built  was  just  table  stakes 
now.  The  credibility  it  provided  him  sim¬ 
ply  allowed  Carleton  to  give  him  the 
benefit  of  the  doubt. 

That  night,  Shepard  made  a  call  to  a 
friend,  Alana  Jones,  a  partner  at  an  exec¬ 
utive  search  firm.  Until  a  couple  of  years 
ago,  Jones  was  CaliMed’s  HR  director. 
She  was  very  connected.  Maybe,  Shepard 
thought,  she  could  give  him  the  scoop  on 
Carleton  and  how  to  handle  her. 

Jones  didn’t  know  anything  about  the 
CEO,  but  she  quickly  pinpointed  Shep¬ 
ard’s  problems.  His  priority  right  now 
was  relationships.  To  have  any  chance 
of  being  an  effective  leader,  he  first  had 
to  work  out  his  relationships  both  with 
the  new  executives  and  the  old.  With 
whom  should  he  ally  himself?  How 
should  he  handle  the  politics?  What  was 
the  best  way  to  reach  his  new  boss?  How 
would  his  promotion  affect  his  relation¬ 
ships  with  his  IT  staff? 

Jones  suggested  he  tap  his  network 
for  proven  leaders  and  “go  get  some 
coaching.” 


Help  Is  on  the  Way 

The  conference  call  in 
Shepard’s  office  went  off  without 
a  hitch.  On  the  line  were  three 
people  who  he  felt  had  helped  define 
CIO  leadership:  John  Cross,  who’d  just 
left  his  post  as  head  of  IT  at  BP  Amoco 
PLC;  Christopher  Hoenig,  former  direc¬ 
tor  for  information  management  and 
technology  issues  at  the  U.S.  General 
Accounting  Office;  and  Patricia  Walling¬ 
ton,  recently  retired  CIO  of  Xerox  Corp. 
Shepard  outlined  his  situation  and  then 
shut  up  and  listened. 

Patricia  Wallington:  Two  things  have 
happened,  David,  that  make  your  rela¬ 
tionships  important.  You’ve  moved  into 
the  executive  ranks,  and  your  peers  are 
different  from  who  they  were  yesterday. 
Now  you  have  to  reestablish  the  rela¬ 
tionships  because  the  chemistry  is  dif¬ 
ferent.  And  you  have  a  new  CEO  among 
that  set  of  peers. 

John  Cross:  It’s  these  relationships  that 
will  unlock  your  capacity  to  gather  votes 
to  sustain  an  idea,  to  create  enthusiasm 
to  support  it,  to  marshal  the  investment 
to  develop  it — in  effect,  to  lead. 


http://www.cio.com 


CIO  •  SECTION  1  /  JUNE  1  5,  1999  43 


Leadership  ['Relationships 


A  CIO  Summer  Curriculum 


Shepard:  Since  I’m  reporting  to  her,  I’m 
most  worried  about  my  relationship 
with  the  CEO.  How  can  I  develop  it 
quickly  and  well? 


Christopher  Hoenig:  The  new  CEO  is  a 

double-edged  sword.  The  big  opportu¬ 
nity  is  that  you’ve  got  a  new  CEO 
under  a  lot  of  competitive  pres¬ 
sure  who  needs  to  succeed. 


Hoenig:  Right,  but  that’s 
also  one  of  the  biggest 
hazards.  If  you  have 
an  impatient  CEO 
who  wants  action 
and  that  converges 
with  a  powerful 
enemy  or  difficult 
circumstances,  it 
could  be  hazardous 
to  your  health. 


Shepard:  I’ve  been  think¬ 
ing  that  I’ve  got  to 
impress  her  quickly.  What 
should  I  do?  Or  not  do? 


Hoenig:  Exactly.  If  you  make  an  accu¬ 
rate  assessment  of  the  problem  and 
determine  what  needs  to  be  done  now, 
you  can  set  yourself  up  to  intelligently 
overdeliver. 


Wallington:  I  never  got  the  art  of  that.  I 
always  intelligently  overcommitted. 


Cross:  We  had  a  chief  of  staff  at  BP  who  I 
reported  to  for  a  period.  He  proved  to  be 
a  great  way  to  get  access  to  the  CEO  more 
quickly  than  anyone  else  because  this  guy 
was  the  CEO’s  confidant.  Because  he  had 
such  frequent  access,  if  you  wanted  to  test 
ideas,  he  could  do  it  for  you  quickly.  He 
was  a  sound  barometer  to  how  something 
was  likely  to  play. 

Hoenig:  I’ll  throw  out  one  caution  here, 
though.  Going  into  any  relationship  with 
a  new  confidant  like  that,  you  have  to  get 
as  much  intelligence  as  you  can  so  you 
get  to  know  what  type  of  person  he  is. 


Shepard:  I’ve  never  liked  playing  poli¬ 
tics,  and  now  it  sounds  like  that’s  a  lot 
of  what  I’ll  be  doing.  How  would  you 
proceed? 


Hoenig:  You  have  to  understand  the  pol¬ 
itics  but  not  fall  prey  to  them.  You  need 
to  be  the  kind  of  person  who  can 
come  in  and  solve  problems 
and  disagree  if  necessary 
and  be  an  independent 
force.  To  project  this,  I  try 
hard  in  any  one-on-one 
conversation  to  have  the 
same  conversation  I’d 
have  if  there  were  other 
people  in  the  room  lis¬ 
tening  to  us.  I  try  to 
project  as  much  of 
that  independence 
and  desire  to  get 
the  right  solution 
for  the  company 
as  possible.  It’s  a 
very  tough  thing  to 
pull  off,  but  it’s  really 
important. 


Wallington:  The  key  to 

what  Chris  said  is  to  get  the 
right  answer  for  the  com¬ 
pany,  not  the  right  answer 
for  one  person  or  the  safest 
answer  for  you  politically  or 
careerwise.  That’s  putting  your  per¬ 
sonal  courage  and  conviction  out  there. 


Hoenig:  If  you  are  that  kind  of  person, 
other  people  are  going  to  want  to  have  a 
relationship  with  you. 


Wallington:  And  you  will  end  up  getting 
called  in  on  lots  of  decisions  because 
people  will  know  that  you  can’t  be 
manipulated,  that  you  will  always  be 
objective  and  above  board. 


Shepard:  I  guess  it’s  also  a  political  issue, 
but  I’m  not  sure  what  will  happen  with 
my  friend  Rob  Matson,  our  COO. 
Anything  I  can  do  here? 


very  competitive. 


Cross:  If  you  do  something 
too  smart,  simple  and  glitzy,  it 
may  come  around  later  to  bite 
you.  On  the  other  hand,  if  she’s  in 
a  hurry,  it’s  important  that  you’re  seen 
as  proactive  with  some  of  her  agenda 
items.  You  can  do  that  in  part  by  testing 
her  on  the  clarity  of  her  intentions.  At 
this  stage,  she  will  be  just  as  impressed 
with  the  right  questions  as  with  the  right 
answers. 


Wallington:  No,  you  can  use  him.  Pepe 
has  all  this  experience  with  the  CEO  and 
he  can  coach  you  on  how  best  to  meet 
her  expectations — what  she  likes  and 
doesn’t  like,  what  she  really  means  when 
she  says  something.  He’s  a  diamond  sit¬ 
ting  there  waiting  to  be  collected. 


Wallington:  And  someone 
who  sees  technology  as 


Shepard:  So  I  should  seek  her  out  for 
clarification.  You  know,  our  new  VP  of 
strategy,  Rich  Pepe,  seems  to  be  her 
right-hand  man.  Do  I  have  to  find  a  way 
to  go  around  him? 


Wallington:  You  mean  Pepe  could  be  a 
snake  in  the  grass? 

Hoenig:  He  could  be  protective  of  his 
access  to  the  CEO  or  be  out  to  build  his 
own  power  base. 


Cross:  In  too  many  cases  I’ve  observed 
that  the  Matsons  of  this  world  actually 
don’t  survive.  They’re  kept  on  for  their 
institutional  memory,  but  those  words 
usually  mean  they  are  there  for  a  bit  of 
transition  and  a  year  later  they’re  gone. 
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Leadership  llefationships 


If  that’s  a  possibility,  you  have  to  be  care¬ 
ful  that,  despite  the  fact  that  you’re  good 
friends  with  this  guy,  you  aren’t  simply 
seen  as  an  old  extension  of  Matson’s 
environment.  Be  careful  about  leaning 
too  heavily  on  old  dependencies. 


Hoenig:  If  you  haven’t  proved  your¬ 
self  yet  as  an  independent  thinker, 
you  might  want  to  openly  dis¬ 
agree  with  Matson  in  an  initial 
meeting  to  show  that  you’re 
willing  to  take  an  independent 
point  of  view  on  an  issue. 


Shepard:  I  see  what  you’re  get¬ 
ting  at,  though  I  don’t  like  it. 
I’ve  got  to  figure  this  out. 


Cross:  Partly  because  I’m  uneasy 
as  to  whether  Matson  is  a  long-term 
player,  I’d  rather  spend  my  time  figuring 
out  Pete  Lucibelli,  your  sales  and  mar¬ 
keting  head.  As  a  matter  of  practice,  I 
always  pick  the  three  or  so  most  difficult 
guys  in  the  organization  who  are  at  crit¬ 
ical  points  and  make  sure  they  become 
future  friends  and  allies. 

Shepard:  Lucibelli  is  definitely  a  prob¬ 
lem.  He  could  undermine  my  position 
before  I  even  get  these  new  relationships 
going.  I  don’t  know  about  making  him 
an  ally,  but  can  I  do  anything  to  neu¬ 
tralize  him? 

Wallington:  Try  having  an  upfront  con¬ 
versation  with  him.  “It’s  a  clean  slate,  we 
have  a  new  CEO,  let’s  get  off  on  the  right 
foot.”  Tell  him  you  want  to  understand 
his  expectations,  but  he  needs  to  under- 


able  for  what?  If  you  and  the  others  are 
going  to  make  strategic  decisions  and 
investments,  the  CEO  needs  to  be  very 
clear  who  is  going  to  drive  that,  and  it 
needs  to  be  known  in  your  executive 
pool.  If  you’re  not  careful,  everybody 
bolts  back  down  their  various  rabbit 
holes  with  huge  new  requirements.  Then 
you  can  actually  lose  control.  They’ll  say, 
“The  CEO  wants  all  these  things  done 
tomorrow,  and  I  have  to  get  on  with  it. 
I  haven’t  got  time  for  you.” 

Wallington:  One  thing  you  could  do  that 
would  help  your  CEO  (because  she  obvi¬ 
ously  didn’t  think  of  it)  is  to  go  forward 
with  a  proposal  of  how  you  see  your  role 
and  ask  her  to  comment  and  codify  it  as 
she  sees  it.  Then  suggest  that  this  would 
be  a  good  thing  for  everybody  to  do  so 
that  they  could  all  help  her  do  what 
needs  to  be  done. 

Hoenig:  Define  what  you’ll  be  responsi¬ 
ble  for  and  what  you’re  not  going  to  be 
responsible  for.  And  negotiate  for  the 
authority  you  need  to  get  the  job  done, 
things  like  setting  and  enforcing  stan¬ 
dards  or  allocating  funds. 


stand  things 
from  your  side,  such  as  the  need  for  stan¬ 
dards.  Then  pick  a  person,  or  let  him  pick 
your  very  best  IT  person  who  will  be  his 
contact.  Then  he’s  got  some  control 
because  he’s  got  the  person. 


Shepard:  I  don’t  know  if  that  will  work. 
This  is  a  guy  who  has  broached  out¬ 
sourcing  with  the  other  execs  in  the  past. 


Hoenig:  If  there’s  a  threat  in  terms  of  out¬ 
sourcing  and  big  consultants  coming  in 
and  taking  over  the  job,  that’s  also  some¬ 
thing  to  be  proactive  about.  Pull  together 
the  benchmarking  data  and  take  an 
aggressive  posture  on  outsourcing  options 
so  that  you  are  in  control  of  the  agenda 
and  no  one  else  is  setting  it  for  you. 


Cross:  David,  if  I  may,  one  thing  that’s 
essential  at  this  stage  that  goes  along 
with  working  out  your  relationships 
with  these  people  is  establishing  clear 
accountability  and  authority. 


Shepard:  For...? 


Cross:  A  new  CEO  comes  in  and  fires  off 
a  lot  of  directives.  Who  will  be  account¬ 


On  Our  Web  Site 


cio.com 

For  More  on 
Enterprise  Leadership 

John  Cross,  Christopher  Hoenig  and  Patrida 
Wallington  discuss  why  the  prized  goal  of 
IT-business  alignment  is  actually  antithetical 
to  leadership.  For  this  and  other  articles,  links 
and  leadership  resources,  visit  C/O' s  Leader¬ 
ship  Research  Center  at  www.do.com/forums/ 
leadership. 


A  CIO  Summer  Curriculum 


46  CIO  •  SECTION  1  /  JUNE  15,  1999 


http://www.cio.com 


BELLCORE 


WWTfTW 


TODAY’S 

TELEPHONE 

NETWORK. 


TELCORDIA  IS 
RE-INVENTING  IT. 


Bellcore  has  become  Telcordia  Technologies.  And  the  stripes  of  today’s  communication  networks 
will  never  be  the  same.  We’re  creating  the  Next  Generation  Network  to  converge  voice  and  data 
technologies  and  open  amazing  capabilities  for  everyone,  everywhere.  We  started  it.  We’ll  finish  it. 


Telcordia. 

Technologies 


Performance  from  Experience 


An  SAIC  Company 


www.telcordia.com  1-800-521-2673 


©1999  Telcordia  Technologies,  Inc. 


Leadership  ;  ’ lelat tTon ships 


A  C/0  Summer  Curriculum 


Shepard:  I’ll  try  that.  You  know,  this 
reassessment  of  relationships  has  got  to 
extend  to  my  IT  people  as  well.  I’m  going 
to  have  morale  problems  if  they  pull  the 
plug  on  our  treatment-protocols  knowl¬ 
edge  net  and  the  extranet  add-on.  I  may 
lose  my  ace  network  manager  over  that. 

Wallington:  I  would  do  at  least  two 
things  there.  I’d  have  a  communication 


meeting,  just  an  open  meeting,  and  walk 
everybody  through  what  I  know.  I’d  try 
to  get  people  to  understand  that  there 
will  be  lots  of  change,  and  change  brings 
excitement.  Nobody’s  talked  about  lay¬ 
offs.  Maybe  you  can  transfer  people  to 
new  projects.  Without  the  meeting,  peo¬ 
ple  will  speculate  and  worry.  If  you  don’t 
know  everything,  commit  to  tell  them 
when  you  do  know.  The  fact  that  your 


Warren  Bennis's  Commentary 


It's  All  About  Relationships,  Stupid 

David  shepard’s  naivete  is  daunting,  he  reacts  to 

opportunity  with  fear  and  frustration.  The  CEO  has  opened  the 
door  to  a  new  world  that  includes  him.  Of  course  it’s  natural  to 
worry;  we  all  have  performance  anxieties.  But  he’s  not  seeing  this  as  the 
opportunity  it  represents.  David — and  all  CIOs  facing  the  leadership 
challenge — need  to  ask  themselves,  Do  I  really  want  this?  Do  I  know 
what  it  means  to  be  an  enterprise  leader?  I’m  not  sure  David  really  looks 
forward  to  this  new  role.  The  first  and  fundamental  question  has  to  be, 
Do  I  want  to  change? 

Assuming  the  answer  is  yes,  any  leader  has  to  be  will¬ 
ing  and  able  to  engage  in  politics.  I  infer  from  the  case 
that  David  views  politics  as  somehow  distasteful,  like 
the  lobbying  that  goes  on  in  Congress.  But  politics 
is  all  about  relationships.  Politics  is  understanding 
the  social  etiquette  of  bureaucracy.  In  order  to  get 
anything  done  in  an  organization,  you’ve  got  to 
get  people  aligned  with  your  goals.  That’s  not 
distasteful;  it’s  what  makes  the  pulse  beat  in  an 
organization. 

What’s  necessary  for  building  and  sustaining 
healthy  relationships?  The  first  traits  are  credibility 
and  competence.  As  I  mention  in  “Wallflowers  at  the 
Dance”  (Page  56),  that  comes  from  mastering  the 
basics.  It’s  keeping  the  trains  running  on  time.  The 
second  trait  is  reliability.  People  can  count  on  your 
performance.  You’re  a  pro.  It’s  been  said  about  great 
baseball  pitchers  that  even  on  their  bad  days  they  win. 

The  third  key  is  having  the  ability  to  communicate 
with  people  in  a  way  that  resonates  with  them.  They 
don’t  think  you’re  talking  jargon  or  showing  off,  and 
you’re  not  talking  down  to  them.  You’ve  got  to  come 
across  as  authentic,  not  just  sincere.  People  have  to  regard  you  as  real. 

Relationship  building  is  fundamental  to  the  primary  role  of  leaders  in 
the  next  millennium.  The  only  way  an  organization  can  make  use  of  its 
derived  knowledge  is  if  its  leaders  create  a  set  of  relationships,  or  human 
networks,  that  will  transform  data  into  intellectual  capital.  That  means 
bringing  together  federations,  clusters,  cross-functional  teams,  ad  hoc 
task  forces,  great  groups.  It’s  organizing  genius.  You  can’t  do  that  with¬ 
out  being  skilled  in  relationships.  -Warren  Bennis 
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position  has  been  elevated  means  their 
position  in  the  organization  also  has 
been  elevated. 

Then  I’d  pull  key  people  who  are  par¬ 
ticularly  worried  and  have  one-on-one 
conversations.  Find  out  specifically  what 
they’re  worried  about  and  find  out  what 
they’d  like  to  do.  Maybe  Devlin  is  sick 
to  death  of  this  project  and  would  like 
to  do  something  else.  Give  them  the 
opportunity  to  talk  to  you. 


Epilogue 

David  shepard  described  his 
proposed  responsibilities  to  the 
CEO,  and  she  agreed  with  the 
suggestion  that  she  clarify  account¬ 
abilities  across  the  executive  team. 
Shepard  also  began  cultivating  a  friend¬ 
ly  relationship  with  her  confidant,  Vice 
President  of  Strategy  Rich  Pepe,  who 
turned  out  to  be  as  big  an  Oakland  A’s 
fan  as  Shepard.  After  allaying  fears 
within  the  IT  group,  Shepard  identified 
several  people  eager  for  new  challenges 
including,  as  it  turned  out,  network 
guru  Greg  Devlin.  Unfortunately,  sales 
and  marketing  chief  Pete  Lucibelli 
didn’t  seem  receptive  to  Shepard’s  pro¬ 
posal  that  they  start  over  with  a  clean 
slate.  Obviously  it  will  take  more  time 
to  build  and  solidify  these  relationships, 
but  Shepard  can’t  afford  to  wait  for 
everything  to  gel;  he  now  has  to  bring 
his  strategic  knowledge  of  technology 
and  business  process  to  bear  on 
CaliMed’s  still-fledgling  turnaround 
strategy.  BE] 


Executive  Editor  Richard  Pastore  can  be 
reached  at  pastore@cio.com. 

Coming  in  Part  2 

in  the  July  1, 1999,  issue  of  CIO, 
join  Shepard  and  his  leadership 
coaches  as  he  figures  out  how  to 
enable  CaliMed's  turnaround  and 
lead  his  company  in  promising, 
yet  risky,  new  directions. 
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To  take  advantage  of  the  critical  role 
IT  plays  in  business  today ;  the  CIO’s 
mission  needs  to  be  more  broadly 
defined.  And  so  does  the  CIO. 
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Wayne  D.  Bennett, 

partner,  Bingham  Dana  LLP, 
Boston 


John  Cross,  executive  vice 
president,  AppNet  Inc., 
Bethesda,  Md.,  and  former 
head  of  IT,  BP  Amoco  PLC 


Christopher  Hoenig, 

CEO  of  Exolve  Inc.,  Washing¬ 
ton,  D.C.,  and  former  director 
for  information  management 
and  technology  issues,  U.S. 
General  Accounting  Office, 
Washington,  D.C. 


Susan  S.  Kozik,  vice 
president  of  information 
systems  and  chief  technology 
officer,  Penn  Mutual  Life 
Insurance  Co.,  Horsham,  Pa. 


50  CIO  •  SECTION  1  /  JUNE  15,  1999 


http://www.cio.com 


a  I  IT  “INTERNET  PRESSURE” — THE  MEDIA  HYPE  THAT  HAS  SENSITIZED 
I  top  executives  to  technology  and  to  the  ways  it  can  be  used  to  shape 
I  the  future  of  the  business.  With  technology  so  preeminent  in  the 
I  minds  of  CEOs  these  days  (in  a  recent  survey,  they  ranked  use  of  new 
8  technology  above  product  quality  as  the  most  critical  issue  for  busi¬ 
ness  success),  CIOs  are  being  asked  to  be  much  more  than  good  managers.  Today, 
the  CIO’s  success  depends  upon  developing  the  enterprise  leadership  smarts  and 
skills  to  help  mold  Internet  pressure  into  a  rational  technology  strategy  that  serves 
the  best  interests  of  the  company  as  a  whole. 

We  gathered  a  panel  of  experts  from  CIO's  Editorial  Advisory  Board  to  identify 
these  challenges  and  to  recommend  strategies  for  leading  the  business,  not  just  IS. 


A  Leadership  Question 


CIO:  What  are  the  obstacles  to  a  CIO  dis¬ 
playing  leadership  in  the  organization, 
not  just  in  IS? 


Laraine  Rodgers:  It’s  one  thing  for  the 
executive  team  to  tell  the  CIO,  “You’re 
on  the  team,”  but  if  you’re  in  another 
building  or  in  another  city,  that  can  be 
an  obstacle. 


Susan  Kozik:  I  think  we  need  to  see  our¬ 
selves  as  business  people  who  happen 
to  have  a  strong  suit  in  technology,  just 
like  someone  else  has  a  strong  suit  in 
finance  or  product  development.  I 
think  when  you  [a  CIO]  walk  into  a 
room  and  are  perceived  as  a  business 
person  who  understands  the  entire 
enterprise — the  strategy,  the  issues,  the 
concerns — and  happen  to  bring  some 
expertise  to  the  table,  that  changes  the 
way  you’re  seen.  When  you  treat  tech¬ 
nology  as  a  component  of  an  enterprise 
and  not  as  a  separate  entity,  it  changes 
the  way  you’re  welcomed.  We  must  get 
over  that  separateness  in  the  way  we 
walk  and  talk. 


Wayne  Bennett:  I  work  with  maybe  a 
dozen  CIOs  a  year,  and  they  are  poten¬ 
tially  the  most  isolated  people  on  the 
planet.  The  CFOs  and  the  rest  of  the 
executive  team  usually  start  with  two 
preconceptions.  One  is  that  technology 
people  don’t  understand  where  the  busi¬ 
ness  is  going.  And  two,  they  see  that  they 
can  buy  paper  clips  as  a  commodity,  so 
they  want  to  know  why  they  can’t  buy 
technology  as  a  commodity  too.  So  they 
start  from  the  wrong  perspective. 

On  the  other  hand,  the  CIO  also  is 
faced  with  his  or  her  own  people  who 
have  come  to  be  isolated  in  their  own 
way.  They’ve  been  told,  “Here’s  what 
your  budget  is.”  So  sometimes  their  goal 


becomes,  “Let’s  keep  cost  within  that 
budget,”  as  opposed  to,  “We  are  a  ser¬ 
vice  organization.  We  don’t  exist  except 
to  further  the  goals  of  the  business.” 

That’s  why  CIOs  need  to  have  two 
goals.  One  is  to  get  to  the  point  where 
you  can  stroll  into  the  CFO’s  and  the 
CEO’s  office  and  tell  them  what  you 
need  and  that  before  they  can  consider 
the  cost  they  need  to  consider  what  the 
cost  of  failing  to  do  it  will  be  for  the 
organization.  Secondly,  you’ve  got  to 
lead  an  organization.  You’ve  got  to  have 
all  the  people  working  for  you  on  the 
same  page  so  that  they  understand  that 
their  [responsibility]  is  not  just  to  make 
sure  they  get  their  jobs  done  within  bud¬ 
get  but  that  when  they  pick  up  the  phone 
to  help  someone  on  the  business  side,  the 
goal  is  to  make  sure  that  person’s  job 
gets  done. 

Bud  Mathaisel:  I’ve  always  challenged 
the  title  CIO  as  being  probably  inap¬ 
propriate  and  perhaps  even  arrogant. 
We  are  not  chiefs  of  information. 
Information  is  everybody’s  province. 
We  are  heads  of  the  information  infra¬ 
structure  that  delivers  the  information 
that  allows  those  who  want  it  to  go  get 
it.  Case  in  point:  A  new  CEO  comes  in 
and  wants  the  company  to  be  more 
customer-intimate.  It’s  our  job  to  fig¬ 
ure  out  how  that  can  be  possible  and 
how  marketing  can  fulfill  its  role,  how 
product  development  can  fulfill  its  role, 
how  manufacturing  can  fulfill  its  role. 


Bud  Mathaisel,  executive 
director  and  CIO,  Ford  Motor 
Co.,  Dearborn,  Mich. 


Laraine  Rodgers, 

president,  The  LR  Group, 
Phoenix 


Robert  M.  Rubin,  senior 
vice  president  and  CIO,  Elf 
Atochem  North  America  Inc., 
Philadelphia 


Harvey  Shrednick, 

professor  at  Arizona  State 
University  in  Tempe  and 
director  of  the  university's 
dual  master's  program  in 
business  administration  and 
information  management 
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Data  backup  is  a  detail.  Sort  of  like 
your  heartbeat.  That’s  why  we  go 
overboard  to  make  sure  our  data 
backup  and  storage  solutions  won’t 
let  you  down.  And  it’s  why  so  many 
businesses  refuse  to  settle  for  anything 
less  than  Quantum.  For  instance, 
the  proven  reliability  of  our  DLTtape™ 
system  has  made  it  the  worldwide 
industry  standard  for  mid-range 
enterprise  servers.  Visit  us  at 
www.quantum.com.  Because  your 
data’s  as  critical  to  us  as  it  is  to  you. 


Quantum 
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It’s  not  to  know  what  customer- 
intimate  means. 

CIO:  Is  there  ever  a  time  when  a  CIO 
should  step  forward  with  an  initiative 
that  isn’t  already  spelled  out  by  a  CEO, 
where  you  can  say,  “I  think  there’s  an 
opportunity  here”?  Maybe  someone  at 
Schwab  did  that  and  from  that  came 
e-Schwab. 

Christopher  Hoenig:  If  you  understand 
the  key  business  theme — like  customer 
intimacy — and  you  have  an  overall  tech¬ 
nology  vision  of  where  you  want  to  go, 
then  you  can  take  that  first  step. 

When  you  take  that  first  step  and  then 
show  people  what  the  next  three  steps 
are,  you  begin  to  give  people  a  sense  that 
you  not  only  know  where  you’re  going 
and  where  the  organization  is  going,  but 
that  you  can  actually  get  them  there.  The 
more  you  present  that  profile,  the  more 
you’re  perceived  as  a  leader. 

Harvey  Shrednick:  I’ve  had  a  top  exec¬ 
utive  look  at  me  and  say,  “Harvey,  don’t 
tell  me  your  capabilities.  Leadership 
from  you  is  to  tell  me  the  possibilities. 
You  guys  are  great,  but  I  have  no  idea 
where  I  can  go.  Throw  things  up  on  the 
wall  that  potentially  could  work  for  me. 
Tell  me  things  that  I  could  possibly  move 
forward  and  [would]  gain  some  kind  of 
a  strategic  advantage  in  my  business.  But 
don’t  tell  me  all  the  great  and  glorious 
infrastructure  you  have.” 

Bennett:  I  think  the  alignment  with 
some  particular  business  goal  of  the 
CEO  is  a  management  problem  and  not 
a  leadership  issue.  When  a  CEO  comes 
in  with  his  plan,  this  is  where  [the  CIO’s] 
leadership  can  play  a  role.  You  can  go  to 
the  rest  of  the  leaders  of  the  company 
and  find  the  e-Schwab  kinds  of  ideas.  All 
it  takes  is  for  somebody  to  identify  those 
kinds  of  ideas  and  bring  them  back 
through  the  organization.  And  the 
credit  will  go  wherever  the  credit  goes. 
That’s  a  political  thing. 

Mathaisel:  We  have  to  step  up  to  the  fact 
that  what  makes  a  difference  between 
management  and  leadership  is  what 
many  others  may  call  politics.  We’ve  got 
to  sort  out  the  winners.  It’s  not  worth¬ 


while  investing  tons  of  infrastructure 
money  on  people  who  are  not  winners, 
either  the  intellectual  winners  or  the 
political  winners.  It  just  isn’t.  They’re  not 
going  to  make  a  difference  to  the  com¬ 
pany  overall. 

Membership 

in  the  Club 

CIO:  Our  readers  tell  us  they  are  viewed 
as  operational  people.  They  want  to 
know  how  they  can  establish  leadership 
in  the  company  when  they  are  not  with¬ 
in  the  sacred  circle  of  business  leaders. 

Kozik:  What  I  ’ve  observed  in  terms  of 
people’s  reactions  to  when  the  doors  to 
the  executive  club  are  closed  is  they  go 
back  to  IS  and  work  hard  and  try  to 
deliver.  I  think  that’s  a  mistake.  You 
can’t  go  back  to  IS  and  say,  “I’ll  show 
them.”  It  isn’t  always  about  that.  It’s 
about  where  the  organization  wants  to 
go  and  what  it  values.  With  the  best  of 
intentions,  you’ll  churn,  you’ll  bust 
your  tail,  and  it  may  be  the  right  thing 
to  do  technically,  but  if  you  haven’t 
made  your  case  through  whatever  pro¬ 
cess  that’s  valued  in  that  enterprise,  in 
the  culture  of  that  enterprise  you’ll  look 
worse. 

Hoenig:  If  you  are  outside  the  club,  it’s 
almost  impossible  to  get  in.  I  feel  sorry 
whenever  I  hear  people  say,  “My  boss 
pays  no  attention  to  me.  I’m  three  levels 
down  and  I  want  to  become  a  leader.” 
You  have  this  tremendous  urge  to  say, 
“Here’s  a  rope.  Push  it.”  It  doesn’t  work 
very  well. 

Bennett:  In  my  experience,  half  the  time 
the  CIO  isn’t  part  of  the  decision  to 
make  anything  happen.  The  difference 
[between  those  who  are  and  those  who 
aren’t]  appears  to  me  to  be  the  CIO  who 
has  stepped  up  to  say,  “I  am  going  to 
accept  risk”  and  who  has  imbued  his 
people  with  a  sense  of,  “We  are  not  here 
to  manage.  We  are  here  to  take  risk.” 
Meaning,  I’m  personally  in  peril  if  this 
does  not  work.  That’s  what  a  CEO  or  a 
CFO  does.  Accepting  risk  means  instant 


membership  in  that  club,  and  you’re 
always  consulted,  even  on  things  that  are 
not  IT-related. 


Playing  the  Game 

CIO:  It’s  clearly  an  uphill  battle  to  estab¬ 
lish  oneself  as  an  enterprise  leader,  but 
IT  executives  know  they’ve  got  to  try. 
What  steps  should  they  take? 

Shrednick:  I  believe  the  first  and  most 
important  thing  to  do  is  to  meet  with  the 
person  you  report  to,  whether  it  be  the 
CEO,  the  CFO  or  the  CIO,  and  under¬ 
stand  what  that  person  is  looking  for. 
Who  are  the  influence  peddlers,  so  to 
speak?  Who  are  the  people  who  are 
going  to  be  your  major  allies?  Who  are 
the  people  who  are  looking  to  break 
your  legs?  Really  understand  what  the 
expectations  are,  also  from  a  timing 
point  of  view. 

If  you  need  to  exert  leadership,  it’s 
going  to  be  hard  to  do  that  in  the  very 
beginning,  but  what  type  of  time  line  is 
the  boss  giving  you?  Is  he  giving  you 
three  months?  Six  months? 

John  Cross:  I  find  a  very  helpful  piece  of 
leadership  is  to  identify  your  biggest  crit¬ 
ics  out  there  who  are  key  on  the  map. 
And  do  not  ignore  them.  In  fact,  take 
them  absolutely  seriously.  If  you  turn 
your  biggest  critics  into  winners,  they  are 
the  most  powerful  advocates  you  could 
possibly  have. 

Hoenig:  I  think  the  first  thing  actually 
goes  back  to  Susan’s  point,  which  is 
[CIOs’]  view  of  themselves.  I  think  the 
first  thing  they  [need  to]  do  is  make  a 
personal  commitment  to  leadership. 
Until  they’ve  made  that  conscious 
choice,  it’s  not  going  to  happen.  They 
can  take  tactical  approaches  and  go  to 
courses,  but  people  know  leaders  by  the 
way  they  interact,  by  the  way  they  look 
you  in  the  eyes,  by  the  way  they  follow 
up,  by  the  commitments  they  make  and 
keep,  and  the  relationships  they  build. 
And  that  really  starts  with  personal 
choice. 

Mathaisel:  It  certainly  is  important  that 
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Voice  &  data  together 

(snug  fit  for  business  now,  future  growth). 


We  make  the  things  that 
make  communications  w 


Enough  promises  (convergence  this,  convergence  that).  Your  business 
needs  voice  and  data  together — now!  There's  a  communications  revolution 
going  on.  And  Lucent  Technologies  offers  a  wide  range  of  applications  to  give 
you  a  competitive  edge.  Example:  with  CentreVu®  Internet  Solutions,  customers 
browsing  your  Web  site  can  talk  to  a  call  center  agent  at  same  time  over  same 
phone  line  (watch  Voice  over  IP  send  sales  and  customer  satisfaction  soaring). 
Lucent  networking  know-how  brings  the  reliability  of  voice  to  voice  and  data. 

See  how  peas-in-a-pod  compatibility  can  give  your  business  a  long-term  growth 
spurt  at  1-800-221-1223,  ext.  478  or  www.lucent.com/enterprise. 
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a  person  act  like  a  leader  and  consider 
himself  one,  but  I  have  to  go  back  to  the 
fact  that  you’ve  got  to  have  a  compelling 
reason  why  people  should  listen  to  you. 

Hoenig:  Building  on  that,  I  guess  a  sec¬ 
ond  item  would  be  to  identify  a  specific 
business  problem  opportunity  that 
would  be  the  place  to  begin  leadership. 

Shrednick:  You  can’t  at  first.  When  I 
became  CIO  of  Corning,  I  noticed  that 
there  were  four  degrees  of  differences 
between  me  and  the  rest  of  the  manage¬ 
ment  team.  Number  one,  I  was  coming 
from  New  York  City  to  upstate  New 
York.  Here  was  a  culture  of  Midwest 
upstate  New  York,  and  they  were  look¬ 
ing  at  a  totally  different  kind  of  person. 
Number  two  was  my  ethnic  back¬ 
ground,  [which  was  different  from]  their 
ethnic  background.  Third,  I  was  a  single 
person  coming  into  a  place  that  was 
99.9  percent  married,  which  again  deals 
with  the  social  fabric.  A  fourth  differ¬ 
ence  was  that  I  was  an  IT  person,  and 
people  in  the  management  group  were 
in  many  cases  technophobic.  Of  course, 
it  could  have  been  worse.  I  could  have 
been  a  woman. 

Robert  Rubin:  Nobody  is  going  to  pay 
any  attention  to  you  as  a  leader  if  you 
can’t  do  what  you  say.  First,  achieve  what 
you  promise.  Credibility  is  absolutely  key. 
Second,  seek  many  small  successes.  It’s 
not  putting  in  the  eight-figure  ERP  sys¬ 
tem  that  gets  you  someplace.  You’ve  got 
to  do  many,  many  small  things  so  that 
you  build  that  level  of  credibility. 

Third,  give  away  the  credit.  Nobody 
loves  you  as  much  as  when  you  make 
them  look  good.  The  worst  thing  a  CIO 
can  do  is  take  credit  for  anything.  It’s 
foolish.  And,  finally,  concentrate  on 
building  a  network  of  supporters.  If  you 
do  the  first  three,  chances  are  you  will. 
When  you  build  that  network  of  sup¬ 
porters,  then  you  will  be  in  a  situation 
where  you  will  have  credibility,  and  you 
will  be  able  to  provide  leadership,  so 
long  as  at  that  point  you  then  use  the 
capabilities,  or  as  Harvey  said,  the 
potential  of  the  technology  to  influence 
the  business  direction.  BS 


Senior  Editor  Christopher  Koch  can  be 
reached  at  ckoch@cio.com. 


Warren  Bennis's  Commentary 


Wallflowers  at  the  Dance 


There’s  a  paradox  cios  share  with  specialists  in  every 
organization,  whether  the  specialty  is  HR,  marketing,  advertis¬ 
ing  or  facilities  management.  On  the  one  hand,  you’re  rewarded 
for  your  capacity  to  specialize,  to  develop  a  deep  understanding  of  one 
discipline.  You  move  to  the  top  by  becoming  more  and  more  skewed 
toward  your  specialty.  On  the  other  hand,  to  be  an  enterprise  leader, 
you’ve  got  to  be  a  deep  generalist  with  a  view  across  the  whole  organi¬ 
zation.  The  question  then  arises,  how  do  you  combine  the  two?  How 
can  the  CIO  role  be  broadened  to  be  perceived  as  integral  to  the  success 
of  the  organization?  That’s  the  subtext  running  through  this  entire 
roundtable  discussion. 

As  with  any  specialist,  you’ve  got  to  first 
show  that  you’ve  mastered  the  basics.  That 
means  making  sure  the  plumbing  is  working, 
that  you’ve  got  reliable  systems  that  are  flex¬ 
ible  enough  to  respond  to  change.  Then  the 
second  major  issue  is  your  own  mind-set. 

You’ve  got  to  see  yourself  as  an  enterprise 
leader,  integral  to  the  success  of  your  busi¬ 
ness.  As  Christopher  Hoenig  says,  you 
must  make  a  personal  commitment  to 
leadership  and  see  yourself  that  way  in 
order  for  others  to  perceive  you  as  such. 

The  mind-set  must  be  that  the  CIO  role  is 
an  integral  component  of  business  suc¬ 
cess.  It  is  not  just  relevant,  and  it  certainly 
isn’t  peripheral.  It  is  pivotal. 

Unfortunately,  CIOs  seem  to  have  a 
mind-set  of  marginalization,  which  will 
interfere  with  their  emergence  as  enter¬ 
prise  leaders.  In  this  roundtable,  CIOs 
sound  like  wallflowers  waiting  to  be  asked 
to  dance  by  the  other  executives.  The  CIOs 
dwell  on  the  personality  and  background 
differences  that  supposedly  set  them  apart. 

Or  they  see  the  fact  that  their  office  is  in  a 
separate  building  as  an  obstacle.  This  con¬ 
tributes  to  a  marginalized  self-image.  Sure, 
you  may  be  in  a  different  building,  but  that’s 
reality  today.  With  globalization  and  hoteling, 
corporate  headquarters  aren’t  that  important 
anymore.  If  you  see  yourself  as  a  leader,  you’ll  work 
to  overcome  these  real  or  imagined  obstacles. 

Finally,  there  will  always  be  people  who  resist 
the  notion  that  the  CIO  is  an  enterprise  leader. 

Don’t  worry  about  them.  Focus  on  the  health  of 
the  company  and  find  the  people  who  can  sense 
the  discrepancy  between  where  the  business  is  and  where  it  wants  to  be. 
They’re  the  people  you  have  to  work  with.  Don’t  waste  your  time  and 
energy  trying  to  domesticate  all  the  dissenters.  -Warren  Bennis 
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INTRODUCING  D&B  FOR  SAP  SOLUTIONS.  TOTAL  INTEGRATION  MEETS  TOTAL  INFORMATION. 


SAP  AG  and  Dun  &  Bradstreet  have  developed 
an  integrated  enterprise  application  solution  to 
help  you  maximize  business  opportunities  across 
your  entire  supply  demand  chain. 

Now,  companies  will  receive  a  truly  standardized 
business  solution,  seamlessly  integrated  with 
reliable  on-line  business  content.  Through  D&B’s 
Data  Rationalization  Service,  and  the  use  of  our 


unique  D&B  D-U-N-S®  Number,  legacy  files 
of  both  customer  and  vendor  data  can  now  be 
cleansed,  updated,  organized  and  supplemented 
with  demographic,  risk  and  purchasing  information, 
collected  on  more  than  50  million  businesses 
worldwide.  'Phis  D&B  information  base  is  updated 
950,000  times  daily — all  accessible  directly  from 
within  the  SAP  R/3®  solution. 


So  whatever  your  stage  of  implementation,  call 
1-800-513-8931  to  learn  more  about  how  D&B  can 
help  enhance  your  SAP  solution,  or  visit  our  Web 
site  at  tmv.dnb.coni/sap/. 


Dun  &  Bradstreet 


SAP  and  K/3  arc  trademarks  of  SAP  AG.  Dun  &  Bradstreet,  D-U-N-S  and  D&B  are  reentered  trademarks  of  Dun  &  Bradstreet. 
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New  enterprise  systems  management  frameworks  make 
controlling  distributed  computing  environments  as  easy 
as  connecting  the  dots.  So  why  are  CIOs  hesitant  to  take 
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the  ESM  brush  to  the  IS  canvas?  by  derek  slater 


Gen.  Donald  Walker  oversees  a  seven-processor  mainframe  environ¬ 
ment  (4,400  MIPS'  worth),  a  handful  of  midrange  servers  (320)  and  a 
few  Windows  NT  desktops  (25,000  or  so).  Walker  is  CIO  of  United  Services 
Automobile  Association  (USAA)  in  San  Antonio,  and  occasionally  the  sheer 
size  of  the  insurance  and  financial  services  organization  creates  headaches. 
For  example,  take  software  updates. 

Some  time  ago,  USAA  planned  a  software  rollout  that  went  smoothly  "until 
we  ran  into  instability  at  about  the  7,000-desktop  mark,"  Walker  says. 
Problems  cropped  up  that  hadn't  appeared  in  the  test  lab,  where  roughly 


500  PCs  were  running  test  scripts.  All  the  individual  components  worked,  but 
they  didn't  work  well  together  at  the  necessary  enterprise  scale.  Developers, 
contractors  and  operations  workers  wound  up  in  crisis  mode,  scrambling  to 


fix  the  problem  for  a  very  peeved  business-  side  client. 

Sound  familiar?  Any  CIO  with  a 
client/server  setup  knows  that  soft¬ 
ware  distribution  is  just  one  of  many 
systems  management  hassles.  Enter 
ESM,  enterprise  systems  management, 
the  science — or  art — of  managing  dis¬ 
tributed  computing  in  big  companies. 


Reader  R0I 


i  READ  THIS  ARTICLE  TO  LEARN 
|  ►  How  to  roll  out  an  ESM  framework 

successfully 

|  Why  ESM  requires  process  change 
and  change  management 

►  Good — and  bad — tactics  for  justi¬ 
fying  the  ESM  investment 
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USAA  bought  IBM  Corp.’s  Tivoli 
Enterprise  framework  as  the  software 
foundation  for  an  ESM  project.  Like 
all  ESM  efforts,  USAA’s  project  incor¬ 
porated  lots  of  systems  and  network 
management  functions,  but  it  is  Tivoli’s 
automated  software  distribution  capa¬ 
bility  in  particular  that  best  illustrates 
the  potential  of  ESM.  Now  Walker  can 
push  an  80MB  load  of  software  out  to 
7,500  desktops  in  about  5  hours.  Fast 
distribution  means  Walker’s  group  can 
make  a  few  bulk  changes  instead  of 
many  incremental  ones.  That  in  turn 
means  less  integration  testing,  more 
time  to  do  it,  less  potential  for  error 
and  lower  testing  costs.  By  creating  a 
centralized,  real-time  mechanism  for 
collecting  systems  feedback,  “Tivoli 
also  helps  us  anticipate  problems 
instead  of  recovering  well  from  the 
train  wreck,”  says  Walker. 

Fast,  smooth  software  distribution 
is  just  one  example  of  ESM’s  promise. 
ESM  vendors  make  a  raft  of  others: 
Better  uptime,  higher  application  per¬ 
formance,  more  efficient  storage  and 
security,  increased  visibility  into 
problems. 


ESM:  What  Is  It? 

ESM  stands  for  enterprise  systems  management.  Say  what  you  will  about  the 
days  when  the  frames  were  main  and  the  terminals  dumb,  it  was  a  fairly  easy 
environment  to  manage.  ESM  is  the  discipline  of  trying  to  create  a  similar  level 
of  control  and  automation  in  complex  distributed  computing  environments. 

ESM  encompasses  many  management  functions,  including  but  not  limited  to 

■  Automated  software  distribution 

■  Distributed  applications  management  and  performance  tuning 

■  Database  administration 

■  Network  management 

■  Output  management 

■  Storage  management 

■  Automated  backup  and  recovery 
*  Helpdesk 

■  Security 

The  idea  behind  the  software  frameworks  is  to  gather  these  various  functions 
under  a  single  umbrella.  Sundry  modules  control  and  automate  the  functions 
listed  above.  All  the  modules  plug  into  the  framework,  which  provides  a  central¬ 
ized  management  console  to  help  pinpoint  trouble  spots,  whether  the  problem 
is  a  server  in  need  of  a  reboot  or  a  fried  board  on  a  router.  -D.  Slater 


PrimeCo  CIO  Jim  Myckleby  justified  the  ESM  software  expense 
"in  terms  of  running  the  business  more  efficiently." 


However,  along  with  the  promises  comes  ESM’s  bad  rep. 
Some  early  attempts  at  ESM  framework  implementations  hit 
more  than  the  usual  share  of  IT  project  snags  because  both  the 

management  software  and  the 
client/server  environment  were 
new.  That  scared  off  a  few  folks. 
Instead  of  taking  the  risk,  they 
preferred  to  stick  with  solutions 
that  handle  various  administra¬ 
tive  tasks  like  security,  backup 
and  performance  management 
but  don’t  exchange  information 
and  thus  provide  no  overall  view 
of  what’s  going  on  enterprise¬ 
wide. 

But  that  was  then  and  this  is 
now.  “We’ve  certainly  found  sig¬ 
nificant  customers  who  have  got¬ 
ten  excellent  return  on  their 
investment,”  says  Paul  Mason, 
vice  president  of  infrastructure 
software  research  at  Interna¬ 
tional  Data  Corp.  in  Framing¬ 
ham,  Mass,  (a  CIO  Communica¬ 
tions  Inc.  sister  company).  “I 
suspect  the  problems  [in  ESM 
implementations]  are  institu¬ 
tional  as  much  as  anything  else.” 
In  other  words,  there’s  nothing 
wrong  with  the  frameworks,  but 
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We  take  care  of  all  the 

I 

hardware  and  software. 
You  access  just  what  you  need. 

Best-of-breed  applications 
that  will  get 

you  into  e-commerce  in  a  heartbeat. 

And  keep  you  there. 

When  you  grow  well  grow  with  you. 

Our  global  network  and 
scalable  services 
will  see  to  that. 


business  focus. 


It's  a  comprehensive  solution 
with  a  complete 


for  you. 


Flexible. 

Reliable. 

Ready 


PSINet 

THE  INTERNET  STARTS  HERE* 


1.888.774.1290 

www.psinet.com 

Call  today  for  a  free  information  package 
on  e-commerce  outsourcing. 


1  1999  PSINet  Inc.  The  Internet  Starts  Here®  and  the  PSINet  logo  are  trademarks  of  PSINet  Inc. 


SOFTWARE  IMPLEMENTATION 


companies  buying  and  using  them 
have  to  handle  the  implementation 
correctly  and  must  be  prepared  for 
corporate  changes  in  order  to  make 
the  software  pay  off.  If  we  add  disci¬ 
plined  project  management,  process 
change  and  organizational  remodel¬ 
ing,  ESM  can  help  keep  the  networks 
humming,  the  software  up  to  date 
and  the  security  sound. 


Phase  It  In 

Before  implementing  a  framework, 

CIOs  must  define  which  specific 
management  functions  the  project 
will  address.  The  basic  architecture 
of  an  ESM  suite  is  this:  The  frame¬ 
work  provides  a  central  repository 
of  information  about  the  devices 
attached  to  the  enterprise  network; 
a  set  of  software  agents  resides  on 
those  distributed  devices  and  keeps 
the  repository  up  to  date  on  any 
changes  in  the  status  of  the  devices; 
an  interface  graphically  displays 
that  status.  Software  modules  that 
plug  into  the  central  repository  and  make  use  of  its  informa¬ 
tion  handle  various  management  functions.  ESM  suites  offer 
a  long  list  of  potential  modules  and  functions,  but  not  every 
piece  is  necessary  for  every  company. 

Veterans  universally  recommend  breaking  the  implementa¬ 
tion  process  into  phases.  Done  correctly,  ESM  rollouts  require 
a  lot  of  time — a  year  or  more  is  quite  appropriate.  Trying  to 
roll  out  the  whole  convoluted  kit  and  caboodle  in  one  heroic 
effort  is  no  more  likely  to  work  with  ESM  than  it  is  with  enter¬ 
prise  resource  planning  (ERP)  applications — that’s  what  gave 
both  of  them  a  black  eye  in  the  first  place. 


"if  you  go  in  with  the  mentality  that  the  framework  is  going  to  manage 
everything,  you're  going  to  fail,"  says  Graybar  CIO  Ken  Klindworth. 

Expect  to  Integrate 

Even  though  ESM  suites  cover  a  lot  of  ground,  they  do  not 
cover  all  the  ground.  Third-party  applications  frequently  plug 
into  the  framework  to  handle  niche  functions. 

“If  you  go  in  with  the  mentality  that  the  framework  is  going 
to  manage  everything,  you’re  going  to  fail,”  says  Ken  Klind¬ 
worth,  vice  president  and  CIO  of  Graybar  Electric  Co.  Inc.,  a 
$3.7  billion  wholesale  distributor  of  electrical  and  communica- 


ESM  veterans  say  that  although  they  do  not  have  hard 
payback  figures,  they  are  convinced  that  frameworks  save 
their  companies  money. 


PrimeCo  Personal  Communications  LP,  a  PCS-wireless 
communications  network  provider  based  in  Westlake,  Texas, 
is  going  about  its  implementation  the  right  way.  With  3,500 
PCs,  180  servers  and  2  IBM  SP2  parallel  processors  to  man¬ 
age,  PrimeCo  started  its  ESM  effort  with  the  Tivoli  Enterprise 
framework  in  July  1998.  The  first  phase  of  the  implementa¬ 
tion  included  the  security  configuration  and  software  distri¬ 
bution  management  modules,  according  to  Vice  President  for 
IT  and  CIO  Jim  Myckleby.  Fault  management — tracking  and 
fixing  network  and  systems  problems,  which  is  typically 
regarded  as  the  central  function  of  ESM — was  relegated  to 
phase  two,  scheduled  for  completion  next  month.  Production 
management  (including  issues  such  as  scheduling  of  process¬ 
ing  jobs)  is  also  a  part  of  phase  two.  Any  further  functionality 
will  happen  in  a  third  phase. 
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tions  equipment  based  in  Clayton,  Mo.  Graybar  dove  into  ESM 
about  five  years  ago.  The  company  uses  the  OpenMaster  frame¬ 
work  from  Bull  Worldwide  Information  Systems’  BullSoft  divi¬ 
sion  to  manage  2,550  devices  (including  printers  and  other 
peripherals)  attached  to  300  local  area  networks.  While 
OpenMaster  is  the  overarching  system,  Graybar  connects  soft¬ 
ware  from  several  other  vendors  to  handle  specific  functions. 
The  Graybar  network’s  3Com  Corp.  hubs  and  switches,  for 
example,  are  monitored  by  3Com’s  Transcend  Management 
software;  Nortel  Networks  Corp.’s  Optivity  management  suite 
keeps  track  of  the  routers  and  ATM  devices.  Graybar  also  uses 
BMC  Software  Inc.’s  Patrol  management  software  to  keep  tabs 
on  its  BEA  Systems  Inc.  Tuxedo  transaction  monitoring  system. 
Some  vendors’  suites  are  more  tightly  integrated  than  others.  A 
highly  integrated  suite  provides  smooth  connection  of  one  mod- 
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RightFAX®  is  the  worry-free  NT  fax  solution  that  puts  you  in  control. 

Point.  Click.  Send.  Users  like  RightFAX  because  it's  easy  to  use. 
IT  managers  like  it  because  it's  easy  to  install  and  maintain.  It  just  works. 
With  a  click  of  a  button,  you  can  control  and  manage  every  fax  server  on  your  network. 

Plus,  built-in  redundancy  features  give  you  maximum  uptime. 


RightFAX  is  the  right  choice  for  sending  and  receiving  large  volumes  of  information. 
Accurately.  Efficiently.  Reliably.  You  can  find  RightFAX  in  80%  of  the  Fortune  100  companies. 

And,  it's  currently  ranked  as  the  number  one  NT  fax  solution  by  IDC. 
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Make  the  RightFAX  decision. 


For  complete  information 
and  a  free  demo  CD,  call 
1-888-320-7778,  ext.  608 
or  visit  our  Web  site  at 

www.rightfax.com/control 


©  1999  RightFAX,  Inc.  All  rights  reserved. 
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Did  you  know  the  reliability  of  the  U.S.  electrical 
grid  is  worse  than  almost  any  piece  of  networking 
equipment  you  might  plug  into  it?  All  your  hard 
work  building  redundancy  into  the  network  could 
be  wasted  when  the  next  thunderstorm  rolls 
through.  Such  storms,  or  even  errant  backhoes, 
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threaten  your  global  network  daily.  For  maximum 
peace  of  mind,  check  out  our  configurator  at 
www.apcc.com,  or  ask  for  a  no-obligation 
PowerAuditSM.  We'll  help  keep  your  power  on,  like 
we  have  for  over  8,000,000  customers  worldwide. 
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ule  to  another  and  can  make  network  problem-solving  easier.  Inc.  (recently  acquired  by  Computer  Associates  International 
The  trade-off  is  that  it  can  be  more  difficult  to  integrate  third-  Inc.)  gives  Verhelst  an  early  warning  of  those  kinds  of  prob- 
party  applications.  It’s  up  to  the  CIO  to  find  the  framework  with  lems  and  helps  resolve  issues  before  a  server  crash.  Verhelst  esti- 
the  right  balance  of  integration  and  openness.  “For  us,  mates  that  the  total  cost  of  ownership  for  maintaining  Kind  en 


The  complexity  of  EMS  software  and  the  networks  it 
manages  demands  a  dedicated  team  for  implementation  and 
ongoing  maintenance. 


OpenMaster  has  a  high  degree  of  integration  where  we  need  it, 
but  it  isn’t  so  integrated  that  you  can’t  add  things  to  it,”  says  Ted 
Hoffman,  director  of  IS  for  Graybar. 

Nail  the  ROI 

It’s  an  old  IS  conundrum:  How  do  you  quantify  the  dollar 
return  on  a  process  that  adds  no  new  capabilities  but  facili¬ 
tates  other  processes?  Most  ESM  veterans  say  that  although 
they  do  not  have  hard  payback  figures,  they  are  convinced  that 
the  frameworks  ultimately  save  their  companies  money. 

ESM’s  return  on  investment  can  come  in  two  forms.  One 
form  is  enhanced  systems  availability.  For  example,  one  CIO 
who  requested  anonymity  reportedly  increased  his  uptime 
from  95  percent  to  over  99  percent  and  multiplied  that  increase 
by  a  “cost  of  lost  sales  due  to  an  inability  to  book  orders”  fig¬ 
ure  supplied  by  the  marketing  department  to  determine  his 
ROI.  Others  confirm  this  kind  of  return. 

“I  don’t  have  figures  on  the  ROI;  I  can’t  prove  the  payback,” 
says  Luc  Verhelst,  the  Flemish  CIO  of  Kind  en  Gezin,  a  Belgian 
government  child-care  agency  in  Brussels.  “But  when  your  mail 
system  goes  down  for  one  hour,  that  costs  a  lot  of  money.”  Kind 
en  Gezin’s  Provision  ESM  system  from  Platinum  Technology 

Kind  en  Gezin  CIO  Luc  Verhelst  can't  prove  the  ROI  on  EMS  but  "when 
your  mail  system  goes  down  for  one  hour,  that  costs  a  lot  of  money." 
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Gezin’s  network  has  dropped  to  two-thirds  the  industry  aver¬ 
age  since  installing  the  software. 

The  other  form  of  payback  is  in  staff  reduction.  But  PrimeCo’s 
Myckleby  argues  that  the  prospect  of  cutting  staff  through  ESM 
could  lead  the  IS  group  to  resist  the  project.  PrimeCo  emphati¬ 
cally  stated  upfront  that  its  ESM  implementation  would  not 
result  in  staff  cuts.  Employees  were  told  that  they  would  be 
retrained  and  given  new  responsibilities  if  their  old  job  functions 
were  automated  away.  “We  justified  [the  software  expense]  in 
terms  of  running  the  business  more  efficiently,”  Myckleby  says. 
“That  takes  the  fear  of  people  losing  their  jobs  off  the  table.” 

Whether  the  company  insists  on  concrete  dollar  justification 
for  the  ESM  purchase  or  settles  for  an  ROI  based  on  system  per¬ 
formance,  expect  the  payback  to  be  a  long  time  coming.  Graybar 
counts  better  problem  isolation,  increased  uptime  and  higher 
companywide  satisfaction  with  IS  among  the  results  of  ESM  but 
says  it  took  a  year  before  these  benefits  became  apparent.  “You 
have  to  have  some  faith  to  stick  with  it,”  says  Hoffman.  He 
notes,  however,  that  Graybar  jumped  into  ESM  early  and  that 
the  maturity  of  today’s  products  may  allow  for  a  faster  payback. 

Change  Everything 

ESM  is  more  than  software;  it  is  a  corporate  discipline.  In  this 
respect  it  resembles  ERP  software.  Simply  pulling  it  out  of  the 
box  and  plugging  it  in  won’t  work.  To  reap  any  benefits,  CIOs 

must  examine  their  companies’  man¬ 
agement  processes  and  policies  before 
embarking  upon  an  implementation.  If 
there  is  a  skeleton  key  to  making  ESM 
work,  advance  planning  is  it. 

For  example,  about  700  mobile  PCs 
and  300  desktop  PCs  throughout 
Belgium  need  to  plug  into  Kind  en 
Gezin’s  systems.  In  addition  to  off-the- 
shelf  Windows  applications  and  ana¬ 
lytical  software,  those  computers  run  a 
custom-developed  application  called 
Ikaros,  which  helps  the  agency’s  visiting 
nurses  share  patient  files.  Like  USAA, 
Verhelst’s  agency  wanted  to  automate 
the  process  of  distributing  software 
updates  to  their  roaming  client  systems. 
But  once  they  got  the  Provision  ESM 
system  running,  they  discovered  that 
one-button  software  distribution  can 
create  chaos.  If  the  help  desk,  the  appli¬ 
cations  development  team  and  the  net¬ 
work  manager  can  all  push  the  button 
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for  software  distribution,  the  result  can  be  incompatible  versions, 
not  to  mention  a  support  nightmare.  “We  had  to  examine  this 
process  very  carefully.  How  do  we  change  our  client  configura¬ 
tions?”  asks  Verhelst. 

Kind  en  Geziruesponded  by  limiting  the  authority  for  soft¬ 
ware  distribution  to  a  single  change  manager  who  would 
ensure  appropriate  compatibility  tests  were  performed  and 
documented  before  any  changes  were  rolled  out  to  the  client 
systems.  To  avoid  conflicts,  Verhelst’s  agency  went  through  a 
similar  procedure  to  define  and  document  its  automatic  job 
scheduling  procedures. 

Other  veterans  echo  the  call  to  examine,  document  and 
change  processes.  When  PrimeCo  decided  to  implement 
Tivoli’s  ESM  solution,  Myckleby  brought  in  change  manage¬ 
ment  consultants  to  run  two-day  classes  for  the  IS  staff. 

Keep  It  Staffed 

With  ESM,  appropriate  staffing  means  full-time  staffing.  “This 
system  is  not  shrink-wrapped  software,”  says  Graybar’s 
Hoffman.  “We  put  one  guy  in  charge  of  this  thing  from  day 
one,  thinking  that  once  he  got  it  installed  he  could  go  do  other 
things.  We  figured  out  pretty  quickly  that  it  was  never  going 
to  happen.”  The  complexity  of  ESM  software,  and  the  net¬ 
works  it  manages,  demands  a  dedicated  team  for  implemen¬ 
tation  and  for  ongoing  maintenance. 

A  criticism  that  some  have  leveled  against  ESM  frameworks 


is  that  they  lack  proactive  capabilities.  In  other  words,  while  the 
framework  provides  a  central  console  for  monitoring  problems, 
it  does  not  sufficiently  increase  the  IS  group’s  ability  to  antici¬ 
pate  them.  Vendors  are  striving  to  respond  to  this  criticism. 
Most  notably,  last  year  Compute  Associates  announced  the 
addition  of  neural  network  functionality  for  its  Unicenter  TNG 
product,  allowing  the  framework  to  do  more  sophisticated  pat¬ 
tern  recognition  and  recognize  earlier  the  events  or  sequences 
that  can  lead  to  performance  deterioration. 

However,  Graybar’s  team  says  the  issue  of  proactivity  also 
can  be  addressed  through  appropriate  staffing.  “It’s  as  proac¬ 
tive  as  you  want  it  to  be,”  says  Don  Ludwinski,  the  compa¬ 
ny’s  manager  of  networking  and  open  systems.  Ludwinski  says 
ESM  frameworks  can  be  set  up  to  simply  page  the  technical 
staff  when  performance  drops  below  acceptable  levels,  or  they 
can  be  used  proactively  by  putting  someone  in  front  of  the  con¬ 
sole  full  time  to  probe  and  look  for  potential  trouble. 

Nobody  claims  ESM  is  easy.  The  goals  of  the  practice 
remain  ambitious,  and  the  software  is  still  a  work  in  progress. 
But  CIOs  can  avoid  many  of  the  pitfalls  into  which  ESM  pio¬ 
neers  have  plunged.  Coordinating  not  only  the  software  but 
also  the  people  and  processes  that  make  it  work  can  result  in 
a  harmonious  operation.  In  today’s  jumbled  client/server  com¬ 
puting  world,  that’s  beautiful  music  indeed.  BE! 

Senior  Writer  Derek  Slater  can  be  reached  at  dslater@cio.com. 
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Smooth  Sailing  in  the  Channel 


Automating  partner  relationships 
can  shorten  selling  time 

BY  ALAN  S.  KAY 


Making  Managing  Easier 

Given  the  complex  and  often  scattered  state  of  most  com¬ 
panies’  channel  management  systems,  arriving  at  informed 
decisions  about  partners  is  not  easy.  The  profitability  of 
any  given  channel  relationship  is  difficult  to  measure,  mak¬ 
ing  it  challenging  to  evaluate  ROI  and  allocate  resources 
to  support  effective  resellers.  At  hard-drive  vendor  Western 


To  change  that,  Phillips  contracted  with  Cambridge, 
Mass.-based  ChannelWave  Software  Inc.  for  a  Web-based 
sales-lead  tracking  system  that  ties  together  his  division, 
its  sales  representatives  and  its  independent  reseller  part¬ 
ners.  3Com  posts  leads  on  the  Web  site,  and  partners 
report  status  and  results,  allowing  3Com  to  track  a  mar¬ 
keting  program’s  effectiveness  and  partner  performance. 
“The  system  is  incredible,”  says  Phillips.  “We  now  have 
an  automated  process  that  will  give  us  insight  into  the 
pipeline  of  lead  activity  from  beginning  to  end,  including 
data  about  the  activities  of  the  channel  partners.” 


INDIRECT  SALES  CHANNELS  ARE  NOTORIOUSLY 
difficult  to  manage.  As  independent  companies, 
resellers  may  sell  product  lines  from  several  compet¬ 
ing  companies.  Since  their  salespeople  typically  work 
on  commission,  they  aren’t  inclined  to  spend  much 
time  reading  the  marketing  materials  that  arrive  in  box 
loads  from  your  company.  But  when  they  do  want 
information — about  configuration,  availability  and 
price,  for  example — they  want  it  immediately  and  will 
turn  to  a  competitor  if  they  can’t  get  it  from  you. 

Channel  sales  partners  are  as  important  as  they 
are  challenging.  By  extending  a  company’s  reach 
beyond  those  customers  who  buy  directly  or  off  the 
retail  shelf,  these  partners  are  vital  to  maintaining  rev¬ 
enues  and  gaining  competitive  market  share.  Conse¬ 
quently,  it’s  no  surprise  that  companies  are  increasingl; 
investing  in  their  relationships  with  value-added  resellers 
(VARs)  and  other  partners.  They’re  exploring  how  new 
technology  tools  can  increase  the  availability  of  market¬ 
ing  and  collateral  sales  materials,  quickly  deliver  infor¬ 
mation  about  sales  promotions  to  the  people  who  actu¬ 
ally  do  the  selling,  get  a  firm  handle  on  each  partner’s 
performance  and  shorten  order  turnaround  time  by  mak¬ 
ing  product  configuration  tools  accessible. 

For  example,  at  3Com  Corp.,  the  Santa  Clara,  Calif.- 
based  networking  and  communications  company, 
90  percent  of  its  products  are  sold  indirectly  through 
channel  partners.  Leads  are  vitally  important  to  drive  those 
sales.  They  must  flow  smoothly  to  the 
sales  representatives,  and  from  them 
to  local  channel  partners  qualified  to 
pitch  and  close  the  sales. 

Those  sales  leads  used  to  go  out 
by  e-mail  and  disappear.  There  was 
no  way  to  manage  the  leads  other 
than  by  phone,  says  Lee  Phillips, 
3Com’s  director  of  large  enterprise 
marketing.  Nor  was  there  any  way 
to  analyze  leads’  trends  and  patterns. 
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There  are  many  ways  to  deploy  OLAP  across  the  enterprise.  But  until 
now,  you  needed  separate  servers  to  support  each  type  of  OLAP  user.  Not 
any  more.  The  new  PowerPlay®  Enterprise  Server  from  Cognos  delivers 
powerful  OLAP  for  Web,  Windows,  Excel,  and  mobile  users-all  from  a 
single,  centrally-managed  enterprise  server  that  runs  on  UNIX  and  NT. 


One-step,  cost-efficient  enterprise  OLAP  deployment  and  administration 
from  a  single  server  is  at  last  a  reality  —  regardless  of  how  your  users 
are  connected  —  Web,  WAN,  LAN,  or  mobile.  The  data  itself  can  be 
produced  by  PowerPlay  or  a  wide  range  of  3rd  party  OLAP  services.  All  of 
which  adds  up  to  the  fastest  time  to  results  and  lowest  cost  of  ownership 
of  any  Enterprise  Business  Intelligence  solution  on  the  market  today.  Find 
out  why  PowerPlay  Enterprise  Server  is  an  OLAP  advancement  of  singular 
importance.  Call  us  at  1-800-426-4667 ext.  2099. 


PowerPlay  Enterprise  Server 

Enterprise  OlAP  from  a  Single  Server 

Order  your 

ee  30-day  Full  Release  Evaluation  Ct 


online  now 


'Quantities  limited.  Must  qualify. 


wunw.cognos.com/freetiiai 


Cognos,  the  Cognos  logo,  Better  Decisions  Every  Day  and  PowerPlay  are  trademarks  of  Cognos  Inc. 
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Digital  Corp.  in  Irvine,  Calif.,  for  exam¬ 
ple,  Director  of  Strategic  Marketing  Peter 
Quill  recalls  that  when  he  joined  the 
company  two  years  ago,  tracking  the 
performance  of  individual  channel  part¬ 
ners  was  almost  impossible  because  data 
was  scattered  across  systems  and  queries 
couldn’t  be  easily  customized. 

“Every  time  I  asked  for  information,” 
he  recalls,  “it  took  three  phone  calls  and  a 
week  and  a  half  to  get  the  answer.”  That’s 
no  longer  the  case.  Western  Digital  now 
manages  its  partner  relationships  using 
Partnerware  Extended  Enterprise,  a  soft¬ 
ware  package  from  Austin,  Texas-based 
Partnerware  Technologies  Inc. 

These  packages  are  part  of  the  emerg¬ 
ing  category  of  extranet-based  partner 
relationship  management  (PRM)  tools. 
PRM  has  roots  in  the  automated  cus¬ 
tomer  relationship  management  (CRM) 
approach  that  has  become  popular  in 
the  past  several  years  (for  more  on  CRM 
tools,  see  the  special  CIO-lOO  issue, 
Aug.  15, 1999).  But  where  CRM  seeks 
to  optimize  a  vendor’s  direct  sales,  PRM 
addresses  the  more  complex  challenges 
and  different  behaviors  involved  in 
acquiring,  communicating  with  and  sup¬ 
porting  partners  in  a  company’s  indirect 
sales  chain. 

The  Web  Steps  In 

If  one  key  technology  has  enabled  the 
development  of  PRM  tools,  it’s  the  Web. 
That’s  more  than  a  little  ironic,  since  in 
the  early  days  of  Internet  development, 
there  was  no  shortage  of  warnings  that 
the  capability  of  customers  to  buy  directly 
online  inevitably  would  mean  the  death 
of  channel  partnerships.  However,  as 
Robert  DeSisto,  a  Lowell,  Mass. -based 
research  director  at  GartnerGroup  Inc., 
notes,  vendors  exploring  this  possibility 
quickly  found  that  partners  were  doing  a 
good  job  of  delivering  local  service  of  a 
kind  that  large,  broadly  based  sales  or¬ 
ganizations  weren’t  in  a  position  to  pro¬ 
vide.  Now,  says  DeSisto,  we’re  seeing  the 
flip  side:  Enterprises  are  forging  new  and 
stronger  channel  relationships  and  ask¬ 
ing  how  they  can  be  made  more  effective. 

The  prototypical  PRM  system  will 
allow  a  reseller  or  other  channel  partner 
using  any  standard  browser  to  log  onto 
the  vendor’s  password-protected  chan- 


A  Byte-Size  Server 

He’s  got  the  World  Wide  Web  in  his  hands 


Last  January,  Stanford 
University  computer  science 
professor  Vaughan  Pratt 
built  the  diminutive  Sugar  Ray 
Leonard  of  Web  servers,  and  he 
did  it  from  off-the-shelf  materials. 

At  1.75  inches  in  height,  2.75 
inches  in  width  and  .25  inches  in 
thickness,  it  is  smaller  than  Palm 
Computing  Inc.’s  Palm  V,  the  cur¬ 
rent  standard  in  handheld  devices. 
Though  it  may  be  small,  the  server 


POCKET  ROCKET 


packs  as  much  punch  as  a  desktop 
machine  3,000  times  its  size.  The 
“byte-size”  Web  server  consists  of 
an  Advanced  Micro  Devices  Inc. 
486-SX  computer  with  a  66MHz 
CPU,  16MB  of  RAM  and  16MB  of 
ROM.  Running  the  Linux  operat¬ 
ing  system,  it  performs  all  of  the 
basic  functions  of  a  PC.  It  is  con¬ 
nected  to  the  Internet  via  a  parallel 
port.  Its  power  supply  is  a  4.8-volt 
rechargeable  toy  car  battery 
(roughly  equivalent  to  four  AA 
batteries). 

Pratt  says  that  with  a 
personal  Web  server, 
individuals  and 
companies  can 
host  their  own 
sites,  which 
reduces  the 
costs 
associ¬ 
ated  with 
mainte¬ 
nance, 
administra¬ 
tion  and 
renting  the 
space  for  a 
unique  IP  address.  Though  he  has 
not  yet  proposed  a  date,  Pratt  is 
considering  putting  the  Web  server 
on  the  market. 

In  creating  such  a  small 
machine,  Pratt  hopes  to  make  all 
computers  into  more  convenient, 
less  “invasive”  tools  that  don’t 


require  users  to  focus  all  of  their 
attention  on  the  cumbersome 
machines  glowing  before  them  in 
order  to  execute  a  task.  Instead, 
he  envisions  computers  that  will 
function  as  “invisible  servants,” 
assisting  people  with  activities  that 
don’t  center  around  a  PC.  For 
example,  if  you  want  to  find  out 
what  conferences  are  coming  to 
town,  you  sit  in  front  of  your  Web 
browser  and  type  a  URL  to  bring 
up  a  schedule  of  events.  In  Pratt’s 
world,  you  won’t  have  to  be  seated 
before  a  PC  to  get  this  informa¬ 
tion.  You  can  be  roaming  any  city 
and  your  “Jeeves,”  as  Pratt  refers 
to  these  machines,  will  let  you 
know  what  events  are  going  on  in 
the  area  that  might  interest  you. 

During  the  next  two  years, 

Pratt  will  continue  to  develop  a 
digital  sign  language  known  as 
thumb  code  and  an  adaptation 
of  speech  recognition  technology 
so  that  people  have  an  effective 
way  to  interact  with  these  comput¬ 
ers,  since  the  traditional  human- 
computer 
interfaces  of 
keyboard 
and  mon¬ 
itor  don’t 
scale 
down  as 
easily 
as  the 
proces¬ 
sor.  He 
predicts 
that  in 
five  years, 
consumers  will 
have  access 
to  such  devices.  In  the  mean¬ 
time,  Pratt  and  his  colleagues  at  the 
Stanford  Wearable  Computing 
Laboratory  created  the  companion 
to  the  Matchbox  Web  Server,  the 
Matchbox  PC,  in  April.  For 
more  information,  visit 
wearables.stanford.edu. 

-Meridith  Levinson 
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■of  The  Open  Group  irs  tfie  U.S,  and  other  countries,  c  1999  He  wSeif- Packed  Company 


As  if  your  IT  workload  wasn’t  heavy  enough,  suddenly  you’re  also 
expected  to  handle  revenue  issues.  Locate  new  business  opportunities. 
And  find  new  revenue  streams.  If  it  hasn’t  happened  already,  it  will. 
When  e-services  transform  the  Internet,  opportunities  will  explode 
exponentially.  Businesses  will  scramble  for  a  piece  of  the  action. 
And  servers  will  make  all  the  difference.  Fortunately,  you’ve  got 
the  HP  3000  Business  Server.  It  has  the  proven  reliability  to  handle  the 
coming  onslaught  of  information,  24  hours  a  day.  It’s  compatible  with 
the  applications  you’ll  need.  And  it’s  easily  integrated  into  an  e-services 
environment  with  UNIX  and  Windows  NT."  What  more  could  you  ask 
for?  Oh  yeah,  a  vacation,  www.hp.com/go/3000 

Propelling  the  next  E.  E-services. 


That  Hewlett 
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nel  Web  site.  Here  he  or  she  will  be  greeted  with  a 
customized  page  that  offers  a  mix  of  vendor  and 
product  news,  listings  of  relevant  current  promo¬ 
tions,  new  sales  leads,  sales  statistics  and  the  oppor¬ 
tunity  to  update  the  status  of  current  accounts,  and 
links  to  marketing,  product  and  other  collateral 
materials  in  printable  form.  It  may  also  provide 
access  to  a  product  configuration  engine,  inventory 
querying,  online  ordering  or  order  tracking.  In  addi¬ 
tion,  an  integrated  online  notification  system  will 
generate  targeted  e-mails  with  embedded  URLs  to 
alert  specific  resellers  of  timely  information  await¬ 
ing  them  on  the  Web  site. 

Tools  from  Startups 

PRM  tools  have  started  to  show  up  only  in  the  last 
15  months.  They’re  coming  from  two  sources:  a 
handful  of  young  companies  working  at  the  inter¬ 
section  of  extranet  technology  and  enterprise  rela¬ 
tionship  management  and  some  established  sales- 
force  automation  vendors  seeking  to  extend  their 
suites  into  the  PRM  arena. 

These  companies  are  doing  much  to  define  this  cat¬ 
egory  of  business  tool.  They  include  the  following: 

■  ChannelWave  Software  Inc.  (formerly  Virtu- 
Flex  Software  Corp.)  of  Cambridge,  Mass.,  released 
ChannelWave  2.0  in  March  1999.  President  and 
CEO  Chris  Heidelberger  says  the  company  is 
focused  on  opportunity  management — lead  distri¬ 
bution  and  tracking,  product  configuration,  price 
quoting  and  ordering,  and  sales  forecasting.  Santa 
Clara,  Calif.-based  Nortel  Networks  Corp.  has 
been  running  a  ChannelWave  system  since  October 
1998.  “I  can  go  into  the  system  today,”  reports  Lisa 
Quaglietti,  former  director  of  customer  develop¬ 
ment,  “and  tell  you  how  much  business  has  been 
generated  as  a  result  of  a  particular  marketing  pro¬ 
gram.  And  I  can  show  how  each  partner  is  doing 
with  what  they’ve  been  given.” 

■  Partnerware  Technologies  Inc.,  a  3-year-old 
Austin,  Texas-based  company,  is  now  offering  ver¬ 
sion  2.0  of  Partnerware  Extended  Enterprise. 
President  and  CEO  Eric  Hills  says  the  product 
focuses  on  the  softer  side  of  partner  relationship 
initiatives:  communicating  channel  marketing 
opportunities  and  programs,  managing  leads  and 
supporting  team-selling  involving  both  channel 
partners  and  internal  sales  personnel. 

■  Webridge  Inc.,  a  3-year-old  company  in  Port¬ 
land,  Ore.,  released  Mainspan,  a  Web  application 
server  platform  with  PRM  components  built  in,  in 
July  1998.  Mainspan  has  an  object-based  business 
rules  engine  to  store  program  logic  and  six  core 
components. 

Craig  Friedrich,  CIO  of  InFocus  Systems  Inc.,  a 
Wilsonville,  Ore. -based  manufacturer  of  multi- 


Terabytes  of  Tape 


Admittedly,  tape  backup  devices  don't  usually  make 
one's  heart  race,  but  Qualstar  Corp.'s  TLS-412360  tape  library 
packs  46  terabytes  of  backup  into  a  library  just  over  4  feet  high 
and  2  feet  wide.  That's  about  the  size  of  a  tabletop  refrigerator. 
Incorporating  the  new,  smarter  AIT  and  AIT2  tape  technology  from  Sony 
Corp.,  the  library  can  provide  up  to 

670GB  per  hour  of  constant  throughput  mm  m 

when  filled  to  its  12-drive  capacity. 

Total  capacity  depends  on  the  tape 
used  (AIT  holds  up  to  91GB  of  com¬ 
pressed  data  per  cartridge,  and  AIT2 
stores  up  to  130GB  of  compressed  data 
per  cartridge).  The  library  houses  up  to 
360  tape  cartridges  and  also  uses 
onboard  bar-code  scanning  to  keep  the 
tapes  in  order.  It's  also  equipped  with  a 
unique  positive-pressure  filtered  air  sys¬ 
tem  that  ensures  proper  cooling  and 
prevents  environmental  contamination 
that  may  corrupt  the  media. 

The  TLS-412360  supports  backup, 
archive  and  hierarchical  storage  man¬ 
agement  (HSM)  software  such  as 
Computer  Associates  International  Inc.'s  ARCserve,  IBM  Corp.'s  ADSM, 
Seagate  Technology  Inc.'s  Backup  Exec,  Legato  Systems  Inc.'s  NetWorker 
BusinesSuite  and  Veritas  Software  Corp.'s  NetBackup.  Emulation  software 
offers  compatibility  with  most  Unix  platforms  and  Windows  NT.  The 
price  for  the  tape  library  ranges  from  $83,000  to  $157,000,  depending  on 
configuration.  For  more  information,  call  818  592-0061  or  check  out 
www.qualstar.com. 


Supermodeling 

CREATING  A  SOFTWARE  MODEL  THAT  ENCOMPASSES  EVERY- 

thing  you  want  to  know  about  an  application  is  no  fun.  Mapping 
processes,  data,  components,  objects  and  business  requirements 
in  one  model  is  difficult,  but  having  the  information  in  one  place  can  be 
valuable.  Popkin  Software  &  Systems  Inc.'s  System  Architect  2001  is 
designed  to  map  all  of  these  pieces  into  one  repository-based  visual 
model  in  order  to  help  companies  react  quickly  to  changes  in  their  busi¬ 
ness  or  competitive  landscape. 

The  software  supports  the  Catalyst  and  IDEF  standards  for  business 
and  process  modeling  and  the  UML  standard  for  component  and  object 
modeling.  Other  pieces  of  the  software  support  data  modeling  as  well  as 
traditional  structured  analysis  and  design  techniques.  It  also  includes 
generators  and  interfaces  for  application  developers  as  well  as  links  to 
workflow  and  simulation  tools.  An  HTML  generator  lets  users  publish 
models  on  a  company  intranet.  The  mapping  software  is  priced  at  $3,295 
per  seat  or  $4,995  per  concurrent  user.  For  more  information,  call 
212  571-3434  or  visit  www.popkin.com. 
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You  can  efficiently  convert  my  old  IT 
systems  into  new  platforms? 

You  can  provide  24/7  support  for 

my  key  applications? 

You  can  double  my  IT  staff  without 

doubling  my  payroll? 

You  can  save  me  tens  of  millions 

a  year  in  IT  costs? 


Prove  it! 


Syntel  can  do  all  that- and  more.  We’re  experts  in  IT  systems  integration 
and  application  management.  Just  ask  Forbes ,  BusinessWeek  and  Money. 
Better  yet,  ask  our  clients — like  one  of  the  nation’s  largest  retailers. 
We  combined  their  three  aging  legacy  systems  into  one  modem 
powerhouse,  and  saved  them  millions  of  dollars  in  the  process. 

By  outsourcing  IT  business  applications  with  Syntel’s 
hitelhSourcing™  service,  you’ll  save  money  and  enhance  productivity. 
We  can  help  make  your  IT  operations  smarter,  simpler,  and  better. 
Let  us  prove  it  to  you. 

Call  248.619.3503  for  a  free  case  study 
OR  VISIT  www.syntelinc.com/cio 


Consider  IT  Done8 


yNTEL 


©1999  Syntel,  Inc.  Syntel,  the  Syntel  logo  and  Consider  IT  Done  are  registered  trademarks  of  Syntel,  Inc. 


Emerging 

Technology 

media  projection  systems,  cites  Mainspan  as  both 
elegant  and  a  good  value.  He  praises  the  fact  that 
partners  are  greeted  with  customized  pages  and  that 
the  tool  allows  nontechnical  business  unit  person¬ 
nel  to  publish  materials  on  the  Web.  Randy  Boyd, 
technical  manager  at  ProView  Inc.,  a  Charlotte, 
N.C.,  VAR  that  includes  InFocus  products  among 
its  offerings,  says  the  new  system  is  efficient,  elim¬ 
inating  a  lot  of  telephone  tag  and  paperwork.  He 
likes  it  because  online  you  can  get  answers;  you 
don’t  have  to  talk  to  anybody  in  person. 

■  In  February  1999  Allegis  Corp.  (formerly  Net- 
It  Software  Corp.)  in  San  Francisco  came  to  mar¬ 
ket  with  Allegis  Sales  Partner,  which  uses  a  Web 
platform  architecture  to  support  an  application 
suite  for  life  cycle  management  of  an  array  of  part¬ 
nering  relationships. 

Justifying  a  PRM  Tool 

Cost- justifying  a  partner  relationship  tool  is  largely 
a  matter  of  estimating  the  value  of  increased  sales 
from  targeting  sales  leads  more  effectively,  of  short¬ 
ening  the  lag  time  for  a  sales  promotion  or  a  new 
product  rollout  by  getting  the  word  out  immedi¬ 
ately  to  the  right  partners,  and  of  improving  sales 
effectiveness  by  making  collateral  materials  and 
configuration  engines  readily  available. 

Vendors  have  adopted  a  variety  of  pricing  mod¬ 
els,  making  comparisons  difficult.  But  according  to 
Webridge  Vice  President  of  Marketing  Gary  Whit¬ 
ney,  installations  carry  price  tags  from  $200,000  to 
$500,000. 

At  Executone  Information  Systems  Inc.  of  Milford, 
Conn.,  the  PRM  value  proposition  is  simple,  says 
Tom  Berry,  director  of  marketing  communications 
and  channel  management,  who  uses  Webridge ’s 
Mainspan.  He  reports  that  a  time  savings  of  just  a 
half-hour  a  week — a  sales  partner  not  having  to  wait 
on  hold  for  telephone  information,  for  example,  or 
to  search  paper  files — translates  into  more  than  $5 
million  in  increased  annual  revenues  per  salesperson. 

Finally,  there  is  one  other  issue  to  consider. 
Automating  business  processes  may  force  you  to 
examine  how  well  those  processes  are  designed. 
That  can  be  as  trivial  as  having  to  redesign  forms 
or  as  profound  as  discovering,  as  InFocus  did  in 
talking  to  its  sales  partners,  that  communication 
was  disjointed.  “What  our  channel  partners  saw,” 
says  Friedrich,  “was  a  machine-gun  fire  of  random 
information  constantly  spewing  from  our  company. 
One  even  said,  ‘You  guys  are  killing  me;  it’s  too 
complex.’  That  forced  us  to  address  how  we  go  to 
market  with  information.”  BEI 


Alan  S.  Kay  covers  business  technology  regularly 
for  CIO.  He  can  be  reached  at  ask@well.com. 


Hardy  Card 


AS  IF  PCS  DON'T  DO  ENOUGH  AS  IT  IS,  AIMS  LAB  INC.  HAS 

created  a  behemoth  add-in  card  called  VideoHighway  Xtreme 
98  Deluxe,  which  lets  users  watch  television,  listen  to  the  radio, 
capture  video  and  conduct  videoconferences  with  other  card  users.  The 
new  card  also  lets  users  record  both  AVI  and  MPEG-1  video  clips  (a 
266MHz  Pentium  II  PC  with  at  least 
32MB  of  RAM  is  required)  and 
broadcast  in  stereo  sound  if  the 
television  program  supports  it. 

Other  features  include  support 
for  video  e-mail,  Intel  Corp.'s 
Intercast,  Microsoft  Corp.'s  WebTV 
for  Windows  and  WavePhore  Inc.'s 
WaveTop. 

Bundled  with  the  card  is  a  col¬ 
lection  of  seven  tools  for  image 
editing,  Web  creation  and  multi- 
media  management.  A  multifunctional 
remote  control  lets  users  change  channels;  control  the  volume, 
brightness  and  color;  switch  radio  stations;  and  engage  the  digital  video 
recording  functions  from  up  to  25  feet  away.  The  card  costs  $110.  For 
more  information,  call  510  661-2525  or  visit  www.aimslab.com. 


Interactive  Training 

IF  YOU'RE  DEPLOYING  MICROSOFT  OFFICE  2000,  TRAINING  IS 
going  to  be  a  big  issue.  To  simplify  training  concerns,  the  Microsoft 
Press  has  developed  Office  2000  Step  by  Step  Interactive,  self-paced 
computer-based  training  software  designed  to  help  users  build  profi¬ 
ciency  in  Office  2000  through  task-oriented  lessons,  a  simulated  Office 
2000  software  environment,  hands-on  practice  with  Office  applications 
and  skills  assessments. 

Step  by  Step  Interactive  offers  a  comprehensive  and  flexible  syllabus, 
guided  simulation  lessons  and  preassessment  exams  to  help  users  deter¬ 
mine  where  to  concentrate  their  learning  so  that  they  get  the  most  from 
new  product  enhancements  and  retain  what  they  learn.  The  network  ver¬ 
sion  of  the  product  allows  administrators  and  training  managers  to  con¬ 
trol,  customize  and  monitor  each  facet  of  users'  training  experience.  For 
instance,  administrators  and  training  managers  can  adjust  the  course  syl¬ 
labus  to  meet  specific  user  or  group  needs,  generate  detailed  progress 
reports  and  create  custom  exam  questions  to  cover  the  tasks  that  are 
most  critical  in  their  organizations.  The  network  version  can  be  delivered 
over  a  LAN  or  via  an  Intranet,  and  includes  a  content-cache  feature  that 
minimizes  download  time  for  users  who  work  from  Internet  or  remote 
connections. 

The  single-station  retail  version  of  Step  by  Step  Interactive  (without 
the  administrative  and  network  features)  costs  $29.99.  The  network  ver¬ 
sion  ranges  from  $26  to  $36  per  desktop,  depending  on  the  number  of 
desktops  purchased.  For  more  information,  call  800  677-7377  or  visit 
mspress.microsoft.com. 
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Formerly  Exide  Electronics 


When  power  reliability  is  absolutely  critical,  the  world's 
largest  companies  and  organizations  turn  to  Powerware 
to  keep  their  systems  up  and  running.  Which  is  why 
NASA  relies  on  us  for  total  power  protection  and  power 
management  solutions. 

Powerware  (formerly  Exide  Electronics)  is  a  world 
leader  in  UPS  solutions,  for  everything  from  the  largest 
enterprise-wide  networks  to  desktop  computers.  We 
protect  against  all  of  the  9  most  common  power  threats, 
including  subtle  distortions  that  can  damage  data. 


What's  more,  Powerware  will  help  determine  the 
exact  level  of  power  protection  you  need.  And  our 
unmatched  software  and  on-site  service  and  support 
make  Powerware  the  most  reliable,  hassle-free  UPS 
you  can  find. 

To  learn  more  about  the  9  power  threats  and  what 
level  of  protection  is  right  for  you,  visit  our  website 

at  www.powerware.com/threats.  Or  call  us  at 
877-PWRWARE  (877-797-9273). 


POWERWARE 

POWERING  THE  WORLD 


An  Invensys  Company 
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PRODUCTS  AND  SERVICES  FROM  CIO  COMMUNICATIONS 


IN  FUTURE  ISSUES 

Set  Your  Sites  on  the  50/50 

Which  companies  are  poised  to  succeed  on  the  Web?  We’ll  give  you  an  inside  look 
at  50  Internet  and  50  intranet  sites  that  have  successfully  harnessed  the  capabili¬ 
ties  of  the  Web. 

CI0-100:  How  to  Succeed  in  the  New  Millennium 

Our  annual  CIO- 100  issue  examines  those  companies  that  are  positioned  to  suc¬ 
ceed  post-2000.  Learn  how  these  organizations  are  anticipating  the  changing  dy¬ 
namics  of  an  information-based  economy  and  using  their  employees  strategically. 


EXECUTIVE  PROGRAMS 

Leadership  and  Innovation  for  the  Future  of  the  Enterprise 

Aug.  15-18,  1999  •  Hotel  del  Coronado  •  San  Diego 

The  CIO- 100  Symposium,  an  annual  program  held  in  conjunction  with  the 
CIO- 100  special  issue,  recognizes  leadership  in  the  use  of  technology,  information 
management  and  organizational  development  and  honors  the  outstanding 
achievements  of  100  industry-leading  enterprises.  Join  CIOs,  executive  manage¬ 
ment  teams  and  other  key  players  in  information  management  decision  making. 
Contact  CIO  at  800  355-0246  or  www.cio.com/conferences. 

Anatomy  of  IT  Partnerships:  Exploring  the  Heart  of  the  Enterprise 

Oct.  3-6,  1999  •  Hyatt  Grand  Cypress  •  Orlando,  Fla. 

Take  the  pulse  of  your  organization  at  the  next  CIO  Perspectives  conference. 
Learn  how  the  global  marketplace  will  affect  your  organization’s  ability  to  suc¬ 
ceed  on  its  own.  Join  other  CIOs,  CIO  and  our  corporate  hosts  to  dissect 
successful  IT  relationships. 

Contact  CIO  at  800  366-0246  or  www.cio.com/conferences. 


CIO  CONSULTWARE 


Optimizing  Human  Resources:  Best  Practices  in  Hiring,  Training  and 
Retaining  IT  Talent 

Desperate  times  don't  mean  you  have  to  resort  to  desperate  measures.  Learn  how  leading 
companies  recruit,  develop  and  retain  IT  staff  successfully. 

Price:  $1,995 

Mastering  Your  Intranet/Internet:  Policies,  Procedures  and  Best  Practices 

Learn  how  other  organizations  are  managing,  using  and  deriving  business  value  from 
intranets  and  the  Internet. 

Price:  $1,495 

Implementing  IT  Strategy:  Trends,  Procedures  and  Best  Practices 

Shorten  the  planning  cycle  and  create  a  process  that  works  for  your  entire  organization. 

Price:  $2,295 

For  more  information,  visit  www.cio.com/consultware  or  contact  Dot  Caspersen  at 
508  935-4040  or  research@cio.com. 


cio.com 

http://www.cio.com 

The  Research 
Starts  Here 

ERP  Research  Center 

www.cio.com/forums/erp 

Learn  how  ERP  and  supply  chain 
management  help  integrate 
companywide  information. 


Human  Behavior 
and  the  Web 

www.cio.com/forums/behavior 

Does  technology  change 
the  way  people  act  in 
the  workplace? 


Knowledge  Management 
Research  Center 

www.cio.com/forums/knowledge 

Find  out  how  to  learn  what 
other  people  in  your 
organization  know. 


The  CIO  Executive 
Research  Center 

www.cio.com/forums/executive 

This  center  contains 
information  and  insights  about 
the  role  of  the  CIO. 


Y2K  Research  Center 

www.cio.com/forums/y2k 

Visit  our  site  for 
wide-ranging  resources 
on  the  Y2K  challenge. 
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High  staffing  costs. 
High  turnover  rates. 
The  IT  labor  shortage  in  general. 
It's  on  your  mind  a  lot  these  days. 

Until  now. 


Chubb  Computer  Services  provides  innovative 
IT  training  and  staffing  solutions. 
For  example,  we  can  introduce  you  to  a 
unique  source  of  IT  talentyou  can’t  find 
anywhere  else.  Or  we  can  identify  the  skills 
gap  in  your  IT  organization  and  help  you 
execute  a  cost-effective  retooling  program. 
Our  programs  in  recruiting,  training,  staffing, 
retention,  and  skills  retooling  are 
unparalleled,  and  could  be  just  what  you  need 
to  get  your  IT  organization  off  of  your  mind  and 
onto  the  projects  your  company  demands. 

Let  us  show  you  how  we  can  help. 
For  a  free  White  Paper  on  “Breaking  the 
High  Cost  of  IT  Staffing” ,  call: 

1  -888-CHUBB-l  0 

Or  visit  our  web  site  at  ccs.chubb.com 


Chubb 

WL^a  Computer  Services 

IT  Training  &  Staffing  Solutions 


Regional  offices  located  in: 


New  York  ♦  New  Jersey  ♦  Pennsylvania  ♦  Virginia  ♦  Georgia  ♦  Texas  ♦  Illinois  ♦  California  ♦  Massachusetts 


Cluil)b  Computer  Services  is  a  wholly-owned  subsidiary  of  the  multi-billion  dollar  Chubb  Corporation. 
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IDG  is  the  world's  leading  IT  media,  research  and 
exposition  company.  Founded  in  1964,  IDG  had  1997 
revenues  of  $2.05  billion  and  has  more  than  9,000 
employees  worldwide.  IDG  offers  the  widest  range  of 
media  options  which  reach  IT  buyers  in  75  countries 
representing  95  percent  of  worldwide  IT  spending. 
IDG's  diverse  product  and  services  portfolio  spans  six 
key  areas  including  print  publishing,  online  publishing, 
expositions  and  conferences,  market  research, 
education  and  training,  and  global  marketing  services. 
More  than  90  million  people  read  one  or  more  of  IDG's 
290  magazines  and  newspapers,  including  IDG's 
leading  global  brands — Computerworld,  PC  World, 
Network  World,  Macworld  and  the  Channel  World  family 
of  publications.  IDG  Books  Worldwide  is  the  fastest- 
growing  computer  book  publisher  in  the  world,  with 
more  than  700  titles  in  38  languages.  The  ". . .  For 
Dummies"  series  alone  has  more  than  50  million  copies 
in  print.  IDG  offers  online  users  the  largest  network  of 
technology-specific  Web  sites  around  the  world  through 
IDG.net  (http://www.idg.net),  which  comprises  more  than 
225  targeted  Web  sites  in  55  countries  worldwide. 
International  Data  Corporation  (IDC)  is  the  world's 
leading  provider  of  information  technology  data,  analysis 
and  consulting,  with  research  centers  in  over  41  countries 
and  more  than  400  research  analysts  worldwide.  IDG 
World  Expo  is  a  leading  producer  of  more  than  168 
globally  branded  conferences  and  expositions  in  35 
countries  including  E3  (Electronic  Entertainment  Expo), 
Macworld  Expo,  ComNet,  Windows  World  Expo,  ICE 
(Internet  Commerce  Expo),  Agenda,  DEMO  and  Spotlight. 
IDG's  training  subsidiary,  ExecuTrain,  is  the  world's 
largest  computer  training  company,  with  more  than  230 
locations  worldwide  and  785  training  courses.  IDG 
Marketing  Services  helps  industry-leading  IT  companies 
build  international  brand  recognition  by  developing 
global  integrated  marketing  programs  via  IDG's  print, 
online  and  exposition  products  worldwide.  Further 
information  about  the  company  can  be  found  at 
www.idg.com. 
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Russ  Wells  on 
Merging  IS 
Departments 

Editor’s  Note:  In  July  1998 
TransCanada  Pipelines  Ltd. 
merged  with  Nova  Corp. 
Wells  was  charged  with 
merging  the  two  companies’ 
IS  departments  into  one. 

How  were  Nova's  and 
TransCanada's  IS  depart¬ 
ments  different? 

Nova  had  outsourced  all 
application  development, 
infrastructure,  operations 
and  technology.  Trans- 
Canada  was  the  opposite. 
There  were  some  vendor 
relationships,  but  mostly 
internal  people  were  doing 
the  work.  Nova  was  decen¬ 
tralized  and  there  was  little 
central  IS  control.  Each 
business  unit  made  its  own 
IS  decisions.  At  Trans- 
Canada,  all  the  IS  people 
were  in  one  group  report¬ 
ing  centrally  to  a  CIO. 

How  did  you  organize  the 
new  group? 

We  patterned  ourselves 
after  the  business,  which 
organized  itself  into  four 
business  units  (transmis¬ 
sion,  marketing,  processing 
and  international).  So  we 
created  a  central  IS  group 
with  four  IS  director  posi¬ 
tions,  each  reporting  to  the 
business  unit,  with  a  dotted 
line  back  to  me.  I  come 
from  an  operations  back¬ 
ground  and  I’ve  always  felt 
that  if  you  get  the  IS  people 
closer  to  the  people  actually 
doing  the  business,  you’re 


more  likely  to  have  some 
success  there. 

What  challenges  did 
you  face  in  the 
reorganization? 

The  staff  was  anxious, 
and  it  became  clear  early 
on  that  we  had  to  resolve 
the  people  issues — mostly 
around  outsourcing. 

People  wanted  to  know 
who  was  going  to  be 
working  where.  So  last 
October  we  brought  every¬ 
one  together  into  a  huge 
room  and  announced  that 
we  were  going  to  outsource 
infrastructure  maintenance 
and  support,  and  bring 
application  development, 
maintenance  and  support 
in-house.  TransCanada 
was  going  to  take  responsi¬ 
bility  for  strategic  IS 
vision — even  on  the  infra¬ 
structure  side.  We  had 


Russ  Wells,  OOand  vice  president 
of  IS,  TransCanada  Pipelines  Ltd. 
Ca'gary,  Alberta,  Canada 

►  Line  of  Business  Energy  prod¬ 
ucts  (natural  gas,  electricity  and 
Petroleum)  and  services 

►  Bio  Became  CIO  in  July  i998 
after  an  18-year  career  in  IS, 
design  engineering  and 
operations  at  energy  and 
chemical  company  Nova  Corp 
»alle„ges  Creating  a  single 

S  grouP  frofr>  two  different 
merged  companies 


many  rumors  about  what 
would  and  wouldn’t  be 
outsourced,  but  we  moved 
fast  enough  that  the 
rumors  weren’t  allowed  to 
fester.  You  just  have  to  go 
as  fast  as  you  can  with 
change,  especially  in  a 
merger.  Of  course,  after 
you  announce  something, 
you  have  to  keep  clarifying 
it.  We  set  up  an  online 
Q&A  forum  and  we  made 
sure  we  posted  answers  as 


quickly  as  possible.  At  the 
same  big  meeting,  we  also 
described  the  timetable 
because  I  wanted  people  to 
know  that  this  wasn’t  going 
to  take  forever. 

Did  you  have  layoffs? 

No.  Integrating  different 
systems  is  taking  more 
work  than  either  organiza¬ 
tion  had  planned  and  bud¬ 
geted  for  on  its  own.  We 
did  decide  to  move  about 
100  people  to  an  outsourc¬ 
ing  vendor,  however.  And 
about  20  people  from  a 
vendor  moved  to  Trans¬ 
Canada. 

How  did  people 
react  to  those 
changes? 

We  worked  hard  to 
give  everyone  the 
information  they 
needed  to  make  a 
decision  in  terms  of 
pay,  benefits  and  job 
roles.  They  had  meet¬ 
ings  with  our  people 
from  IS  and  HR  and 
the  equivalent  people 
from  the  vendor.  I  don’t 
want  to  underplay  it;  it 
was  a  big  change  for 
people,  there  were  anx¬ 
ieties  and  concerns  but  I 
think  the  people  were 
fine  with  it.  Some  people 
see  moving  to  a  big  out¬ 
sourcing  vendor  as  an 
opportunity  and  others 
view  leaving  the  company 
as  a  loss,  despite  the  fact 
that  when  you  toted  up 
everything — pay,  benefits, 
etc. — people  didn’t  lose  any¬ 
thing.  In  general,  the  people 
side  of  a  merger  is  the  whole 
game.  Those  people  know 
your  systems. 

-Christopher  Koch 
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A  bottleneck  is  a  bottleneck.  And  a  SAN  solution  that  doesn't  make  information  access  easy,  isn't  very  smar 
That's  why  StorageTek's  SAN  solutions  have  intelligence  built  right  in  to  the  network.  Our  Virtual  Intelligen 
Storage  Architecture  (VISTA)  guarantees  you  an  open,  intelligent  and  integrated ™  SAN.  One  that  makes  gettin 
information  out  as  easy  as  getting  it  in.  For  an  intelligent  SAN  solution,  visit  us  at: 


#:i.|f9ttora|,e!'|6ftnet0g|f  CoiiptJtatiani,.  Alt  rtgttts  :reseevedL  Storagefelt  Is  a  registered  Iraderoarh,  and!  "Ppm  intelligent  and;  integrated”  and  'Information  Made  Powerful”  are  trademarks  of  Storage  Technology  Corporation. 
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When  we  say  Unicenter®  can  manage 
anything,  anywhere,  we  mean  it. 

As  this  Formula  One  MP4/12  car 
races  along  at  speeds  in  excess  of  21 0 
miles  per  hour,  pulling  G  forces  that  rival 
a  jet  fighter  plane,  it  broadcasts  hundreds 
of  megabytes  of  critical  telemetry  data 
back  to  the  pit  crew.  They  use  it  to  make 
split-second  decisions  that  often  mean 
the  difference  between  victory  and  defeat. 

Unicenter  TNG®  helps  the  West 
McLaren  Mercedes  race  team — one  of 
the  winningest  teams  in  Formula  One  history — interpret 
this  vital  information  through  Unicenter  TNG’s  sophisticated 
manager/agent  technology,  and  a  revolutionary  3-D  interface. 
Everything  that’s  happening,  from  the  pressure  on  the  left  rear 
brake  pad  to  the  downforce  of  the  chassis  set-up,  can  be 
monitored  and  managed  through  Unicenter  TNG. 


By  looking  at  this 
data  in  a  whole  new 
way,  the  West 
McLaren  Mercedes 
race  team  can  now 
make  smarter  deci¬ 
sions  in  less  time.  In  a 
business  where  hundredths  of  a  second 
can  mean  the  world,  Unicenter  TNG  is 
making  a  difference. 

This  is  just  one  example  of  how 
Unicenter  TNG  today  is  managing  all 
kinds  of  non-IT  devices  for  all  kinds  of  organizations. 

Call  us  to  find  out  how  Unicenter  TNG  can  help  you  be 
more  competitive. 

Call  1-888-unicenter  or  visit  www.cai.com 


Unicenter  TNG's  Real  World  Interface ™  analyzes  critical 
performance  measures  such  as  front  and  rear  brake 
pressure  impact  on  car  speed. 
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